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Gladys the beautiful reception- 
ist says she sees that average 
directors’ fees have been increased 
from $20 in 1938 to $50 in 1946, 
and she’s sure the poor fellows 
deserved the raise. 

vowegy 

“Casket Monopoly Charged by 
U. S.,” says a news item, and it 
looks as if the boys in Washing- 
ton are still working hard to put 
over that program of security 
from the cradle to the grave. 

vgv¥seegy 

The Woman’s Home Companion 
reports that 79% of its readers 
say they prefer single features to 
double features, but the movies 
are going to keep feeding them 


“double features, just the same. 


vv  F 

If J. Caesar Petrillo were run- 
ning the movies, he would prob- 
ably insist on triple features, in 
order to maintain full employment 
for all of his deserving dramatic 
artists. 

- Vue 

Grey Hosiery Mills doesn’t care 
anything about having its copy 
read by men, and for that reason 
its women’s stockings are being 
promoted in ads showing male 
figures only. 

7 2 % 

That burst of cheering you 
heard came from the assembled 
newspaper ad men when Franklin 
Bell told them that frequency of 
insertion is the key to increased 
sales. 

+, @ 
__‘“Money mechanics” and adver- 
tising are different from show 
business, so Dancer-Fitzgerald- 
Sample has divorced the two. Ever 
seen a radio artist who wasn’t in- 
terested in the mechanics of 
money? 

"a 9 

New business men of advertis- 
ing agencies are taking note that 
the Brotherhood of Railroad 
Trainmen, which regards itself as 
a $47,000,000 concern, has started 
a big newspaper advertising cam- 
paign. 

. Tee 

The editors of AA are indignant 
because Senator Taft said Chet 
_Bowles, an advertising man, is not 
concerned with facts. They are 
certain his being an ad man has 
nothing to do with the case. 

Toe oF 

A candidate for governor in 
Texas objects to limiting radio 
time for political speeches, but 
maybe the stations would ease up 


—a bit if the candidates would pro- 


vide a little banjo music on the 
side. 

r it. 

‘ The World Calendar Association 
could get a lot of support for its 
calendar reforms among the small 
fry by inserting a few extra Sat- 
urdays and holidays somewhere 
along the line. 

. a. i 

A cosmetics advertiser is going 
to feature the assertion, “There is 
no such thing as a homely 
woman.” 

This is the glad news a lot of 
the gals have been waiting to 
hear. 

, Fv 

‘The selection of Peoria for its 
saturation market test by Silex 
had nothing whatever to do with 
the activities of Hiram Walker & 
‘Co. in that area. 

Copy Cus. 


Packard Spending 
$132,000 on Ads 
in 1,542 Papers 


Detroit, June 19.—Packard Motor 
Car Company will shortly an- 
nounce an extensive magazine 
campaign tying in with its news- 
paper drive next week in 1,121 
dailies and 421 weeklies. The 
newspaper announcement drive is 
Packard’s first national use of pa- 
pers this year and marks an all- 
time record for the company (AA, 
June 17). 

Headlined “Waiting Is Tough on 
Us, Too,” the ads omit Clipper 
selling copy and concentrate on 
explaining why the company and 
its dealers have so few cars to sell. 
Material and parts shortages, 
caused by strikes in suppliers’ 
plants, held final assembly line 
work to only nine days’ operation 
in the first quarter of 46. Produc- 
tion last week was about 1,180 
cars, while this week it will be 
about 2,000 units. 


Although the newspaper ads 


bear dealer signatures, the Pack- 
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PACKARD OPENER — Why Packard 

Motor Car Co. Clippers are reaching 

the market slowly is explained in this 
opening newspaper ad. 


ard company is footing the entire 
$132,000 cost of the ads, George T. 
Christopher, president, revealed. 

Young & Rubicam is the agency 
handling the account. 


Most Ad Depts. Now 
Perform at Least 10 Jobs 


Wider 'Non-Sales' 
Work Noted in ANA 
Study of 202 Firms 


New York, June 20.—In addi- 
tion to direct product-selling func- 
tions, advertising departments of 
half of 202 national advertisers 
surveyed by McKinsey & Co., 
management consultant firm, now 
engage in 10 or more other ac- 
tivities for their companies, says a 
174-page “Study on Organization 
of the Advertising Function,” pre- 
pared for and published by the 
Association of National Adver- 
tisers. 

More than one-fourth of the 
202 companies, the study shows, 
now engage in 25 or more non- 
product selling activities. 

The most prevalent of these, re- 
ported by 175 companies, is the 
advertising department’s full re- 
sponsibility for institutional ad- 
vertising, followed by preparing 
displays for dealers and distribu- 
tors, reported by 173. Although 
only 161 said that the advertising 
department is “fully responsible” 
for preparing material for shows, 
conventions, etc., in 39 other cases 
the department was partly re- 
sponsible for this work. 

The ad department of 148 com- 
panies is fully in charge of pub- 


Politics ties up 


1946 census. See ‘In 
Washington.’ Page 40. 
Other features: 
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Admen Coming Back.............. 59 
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Getting Personal 
Information for Advertisers......... 


RR nae nee 65 
Photographic Review .............. 67 
OS Pe pe reer eres I 
Voice of the Advertiser............ 42 


licity releases; of 146, development 
of visual material; 139, prepara- 
tion of catalogs; 115, motion pic- 
tures or sound slides for sales use; 
112, easels, slides, etc., for speeches 
by others; 115, editing house mag- 
azines for dealers, and 100, editing 
consumer house organs. 

Other functions for which the 
advertising departments of from 
one-half to one-fourth of the re- 
porting companies are fully re- 
sponsible are, in order, dealer co- 

(Continued on Page 63) 


CAB Ends Rating Service, 


Offers Fill-In 


CIO-PAC Instructs 
Members to Use 


Radio in Elections 


Urges Paid Spots 
as Best Medium to 
Plug Candidates 


New York, June 20.—The CIO 
Political Action Committee, in an 
administrative bulletin which de- 
clares that “radio is one of the 
strongest means of mobilizing the 
people for political action,” urges 
its member groups to concentrate 
on spot announcements in the 1946 
election campaigns. 

The bulletin, prepared by Alan 
Reitman, public relations director, 
says that “after careful study and 
analysis of how radio can be best 
used in the 1946 campaigns, it is 
our opinion that spot announce- 
ments, a short, repeated announce- 
ment based on plain text, musical 
jingles, or a dramatic sketch, will 
result in greater stimulus than a 
speech or even a dramatized full 
length production.” 


Two Types Suggested 


Two types of spot campaigns 
are recommended. The first, work- 
ing for specific candidates, will be 
prepared for local groups by the 
national PAC, the bulletin says. A 
tabulation of time costs on all sta- 
tions in localities where important 

(Continued on Page 62) 


Last Minute News Flashes 


May Newspaper Advertising 22% Above 1945 _ 
New York, June 21.— Newspaper advertising linage in 52 major 
cities in May was 22.5% more than in May, 1945, and reached the 
highest mark for May since 1930, Media Records reports. General or 
national linage, up 9.5%, was highest since 1937; automotive, up 
37.9%, was highest since 1941; financial was up 17.6%, highest since 
1941; retail gained 24%, highest since 1930, and classified was up 


27.4%, highest on record. 


Clary Appointed Norge Sales Manager . 
Detroit, June 21.—Howard L. Clary, who joined Norge division of 

Borg-Warner a year ago as regional manager, and subsequently was 

named promotion manager and assistant sales manager, has been made 


general sales manager of Norge. 


M. G. O’Harra, vice-president and 


director of sales, has also announced establishment of four new 
regional headquarters in New York, Atlanta, Chicago and Los Angeles. 


Swertfager Gets Alexander Hamilton Institute _ 
New York, June 21.— Alexander Hamilton Institute has appointed 
Walter M. Swertfager Company as the fourth agency in its 40-year 


advertising career. 


After wartime concentration on industrial adver- 


tising, the institute is returning to its prewar policy of using business 


and general magazines. 
average. 


Appropriation will be 50% above wartime 


Executives Take Over O’Mara & Ormsbee 


New York, June 21.— Management and ownership of O’Mara & 
Ormsbee, Inc., publishers’ representative, has been placed with five 


executives. 
as president. 


Leslie H. Brownholtz succeeds E. C. Trowbridge, retired, 
Others are J. Rufus Doig, New York, Preston Roberts, 


Detroit, and Kenneth Dennett, Chicago, vice-presidents, and Edwin D. 


Duryea, secretary-treasurer. 


Listerine Antiseptic in Summer Drive 
St. Louis, June 21.—Lambert Pharmacal Company has begun a sum- 
mer campaign for Listerine antiseptic using 300 lines once a week in 


about 75 newspapers in key cities, 


stressing the “infectious dandruff” 


theme. Lambert & Feasley, New York, is the agency. 
(Additional News Flashes on Page 2) 


Deal 


Members to Receive 
Hooperatings at 
No Extra Cost 


New York, June 19.—C. E. 
Hooper scored an important vic- 
tory in the radio program rating 
service battle this week by con- 
cluding an agreement with the Co- 
operative Analysis of Broadcast- 
ing whereby CAB members may 
get Hooperatings virtually at no 
extra cost. 

Simultaneously, CAB announced 
it will suspend its audience meas- 
urement reports effective July 31 
and “concentrate on research to 
develop the ideal program audi- 
ence measurements needed and 
wanted by all parties.” A recently 
appointed 12-man research com- 
mittee (AA, June 3) will be en- 
larged by addition of radio repre- 
sentatives and will begin work 
next week, CAB announced. 

Mr. Hooper said yesterday that 
the agreement between C. E. 
Hooper, Inc., and CAB provides 
that CAB’s “obligation to furnish 
current service to its member- 
subscribers shall be carried out” 
by Hooper until expiration of the 
term in which service was prom- 
ised by CAB, or until May 31, 
1947, whichever date is earlier, 


Terms of the Deal 


This agreement, said George H. 
Allen, CAB manager and secre- 
tary, is neither an “endorsement” 
of the Hooper service nor does it 
bind CAB members to accept 
Hooper service nor restrain them 
from subscribing to A, C. Nielsen’s 
Radio Index. There is, however, 
no agreement between CAB and 
Nielsen, Mr. Allen said. ‘We can’t 
force a member to take any serv- 
ice,’ he explained. 

Under the CAB-Hooper deal: 

1. CAB “will be free to make 
arrangements” for member-sub- 
scribers who have network pro- 
grams, but who subscribe only to 
CAB’s rating service, to receive 
Network Hooperatings starting 
Aug. 1, at current Hooper rates. 
In all cases, however, where the 
Hooper rates are higher than pres- 
ent CAB rates (including the 
pro-rata amount of annual dues, 
i.e. $25 monthly), Hooper will re- 
mit the difference monthly to 
CAB. This arrangement will con- 
tinue until next May 31, when 
Hooper “will have no further ob- 
ligation . to exclusive CAB 
network member-subscribers, and 
CAB will be free to pursue its own 
course in any manner it deems 
right and proper.” 


Members Notified 


2. Exclusive CAB member- 
subscribers without network shows 
may receive Hooper network rat- 
ing service for $1 for the re- 
maining period of their current 
CAB memberships (but not be- 
yond next May 31). 

3. Hooper will supply exclusive 
CAB member-subscribers free-of- 
charge with copies of the two Net- 
work Hooperating reports for 
July, and in addition will furnish, 
on request and at no charge, rat- 
ing histories of the CAB members’ 
own network programs for a 
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period of one year ending Aug. 1, 
1946. 

Mr. Allen said that notification 
of the agreement with Hooper was 
being mailed to CAB’s 168 mem- 
bers immediately. Of CAB’s mem- 
bers, only 66 have been subscrib- 
ing both to CAB and Hooper 
services. Ninety-three have been 
depending exclusively on CAB’s 
service. Thirty-six have network 
shows. 


Many Exclusive Subscribers 


Fifty-one of CAB’s members are 
advertisers, 66 are agencies, 24 
are radio stations, two are net- 
works (Mutual and Yankee), and 
the remaining 25 constitute a mis- 
cellaneous group including edu- 
cational institutions, foreign mem- 
bers, station representatives and 
program producers. 

Of the advertiser and agency 
members, 35 have been “exclusive” 
CAB subscribers receiving no 
other service, while 32 have re- 


bers have been 
Hooperatings. 

The one-dollar deal for sub- 
scribers without network programs 
will be available to 44 members, 
a CAB official said. 

CAB’s board decided upon the 
interim arrangement with Hooper, 
Bernard C. Duffy, CAB board 
chairman, explained, because of 
“excessive costs’? which would be 
involved in providing ratings 
while also conducting research to 
develop the “ideal’’ service speci- 
fied last spring by the Elder- 
Brophy-Kobak committee (AA, 
April 8). 


Will Move Into Research 


CAB members authorized the 
governors on May 10 to suspend 
the rating service temporarily if 
they were unable to arrange sup- 
plementary financing until Nov. 1 
to permit study of program audi- 
ence measurement problems. 

The new program, Mr. 


receiving 


Duffy 


rect deficiencies in radio program 
research and bring about an ac- 
ceptable, standardized measure- 
ment for radio similar to that pro- 
duced by the Audit Bureau of 
Circulations for newspapers and 
magazines.” He added that “dur- 
ing this period of special research 
work, reports will be periodically 
furnished to CAB members, giving 
the results of experiments, tests 
and surveys.” 

The board also will announce 
soon a revised CAB dues structure 
based on suspension of program 
ratings in favor of the research 
project, Mr. Duffy reported. 

The agreement just concluded 
with CAB, Mr. Hooper reported, 
is the outgrowth of an offer first 
extended in 1943 and since re- 
newed a number of times. 


NIELSEN CONDEMNS 
CAB-HOOPER DEAL 


New York, June 20.—Arthur C. 
Nielsen, president of A. C. Nielsen 


Advertising Age, June 24, 1946 


Last Minute News Flashes 


Colgate’s Vel Enters Eastern Market 


New York, June 21.—Colgate-Palmolive-Peet Company is intro- 
ducing Vel, its soapless detergent, into the eastern market after hav- 
ing concentrated in “hardwater” states until now. First newspaper 
copy, through William Esty & Co., broke this week in New York, 


Newark and Philadelphia. 


Procter & Gamble’s Dreft, reported to be 


outselling Vel in “hardwater” states, is now being marketed in Rhode 
Island via radio and newspapers, in what may be the first move to 


expand its eastern market. 


Dancer-Fitzgerald-Sample is the agency. 


Columbia Recording Expands Promotion 


Bridgeport, Conn., 


June 21.—Columbia Recording Corporation, 


through McCann-Erickson, New York, will expand its magazine ad- 
vertising schedule for the remainder of 1946, beginning in August with 
full-page copy in Collier’s, Esquire, Life, Modern Screen, Photoplay, 
The Saturday Evening Post and Seventeen, in behalf of Columbia’s 
Masterwork and Popular records. The present schedule is limited to 


Life and SEP. 


could “see no great significance” 
in it “because it fails to give the 
CAB-using radio advertiser any- 
thing which he could not secure 


ceived both Hooper and CAB re-|said, “would enable CAB to make|Company, commenting here today | by purchasing Howper’s service in 
ports. Few of the 24 station mem-| intensive, all-out efforts to cor-|on the CAB-Hooper arrangement,|the ordinary manner. It merely 
* * 


* 


ALLY BY THE KATZ nereews INC. 


forces Hooper to turn over to CAB 
a substantial portion of the fees 
paid him by the ex-CAB sub- 
scribers.” 

“Moreover, it merely involves 
an effort to shift CAB users from 
one coincidental service to an- 
other . . . employing substantially 
the same technique,” although this 
method has been “thoroughly dis- 
credited by the findings of CAB’s 
own committee,” he said. 

Mr. Nielsen could “only surmise 
that their contractual obligations 
to subscribers dictated this move” 
by CAB’s governors. 

Meanwhile, the Nielsen com- 
pany, which now has 52 sub- 
scribers for its Radio Index, is ex- 
panding its development program. 
“A panel of the amazing new in- 
stantaneous audimeters was dem- 
onstrated recently to ... 50 Chi- 
cago radio executives, and a simi- 
lar panel will soon be unveiled 
in New York,” Mr. Nielsen said. 
Other electronic and mechanical 
devices will come soon from the 
Nielsen laboratories. 


Army Ground Forces 
Signs Up with APRA 


A sustaining membership in the 
American Public Relations Asso- 
ciation was ordered last week by 
the information section, Headquar- 


ters, Army Ground Forces, Wash~- 


ington. 

Like any private business or- 
ganization subscribing to APRA’s 
sustaining class membership, 
Ground Forces’ information sec- 
tion designated as its participants: 
Brig. Gen. E. L. Harrison, director; 
Col. David G. Erskine, Lt. Col. 


Cc. ¥. Ciltten, LA. Co. EB BS. 
Chandler Jr., and Maj. W. H. 
Witt. 
To Strauss, Davies 

Strauss, Davies & DeWindt, 


Philadelphia agency, has been ap- 


pointed to handle promotion for. 


the Automotive Accessories Manu- 
facturers Association show to be 
held in Atlantic City Feb. 3-6. 


GREENWICH 
LEADS! 


Tops Every Market in 
Connecticut 


in Net Per Capita Buying 
Power! 

CONNECTICUT 

Per Capita Buying Powe- 


$1,449 


GREENWICI] 
Per Capita Buying Power 


$2,269 


(Source—1946 Sales Management 
Survey of Buying Power) 


Greenwich Time 


Often Called “The Best Suburban 
Daily. Newspaper in Ameriea” 


Nationally Represented by 
SMALL, BREWER & KENT, INC. 


New York Chicago Boston 
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ADS ARE MORE 
GOOD HOUSEKEEPING! 
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i YOUR PRODUCT, when it is advertised in the advertisements in it. Thus each adver- 
1e Good Housekeeping, has two reputations tisement has greater conviction here than 
an to recommend it—yours and ours. it could have anywhere else. 

j And ours is a valuable plus for yours. And there is no need to tell you that the 
ston For the confidence women have in the in- power of conviction is a major force in we give this ‘seal to no one— 
tegrity of Good Housekeeping extends to making sales. en ee 


Women know ... 
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Appoint Graham 
New Publisher of 
‘Washington Post’ 


Washington, June 19.—Manage- 
ment of the Washington Post was 
turned over this week to Philip L. 
Graham, who becomes publisher 
as Eugene Meyer reenters public 
life to serve as president of the 
newly established International 
Bank for Reconstruction and De- 


velopment. 

| A son-in-law of Mr. Meyer, the 
new publisher is a graduate of 
| Harvard Law School, and a former 
major in military intelligence with 
{the Far East air forces in the 
Southeast Pacific. 

In returning to public service at 
70 to set up the new international 
bank, Mr. Meyer promoted Her- 
| bert Elliston, former associate edi- 
tor, to editor of the Post. Formerly 
a correspondent with the Chris- 
tian Science Monitor, Mr. Elliston 


| had been with the Post since 1940. 

A banker all his life, Mr. Meyer 
bought the Post in 1933 after 16 
years of government service, in- 
cluding a term as a governor of 
the Federal Reserve Board. 


Heads Industrial Unit 


Franklin Fader Company, New- 
ark agency, has established an in- 
dustrial division to service ac- 
counts in that field and has ap- 
pointed Mary Beckman, formerly 
with Philip E. Wilcox, Inc., and 


Rickard & Co., as director. 


Seek $5,565,000 
for Army's 1946-47 
Recruiting Drive 


Washington, June 20.—Army re- 
cruiting advertising would con- 
tinue at the rate of about $500,000 
a month during the new fiscal 
year under budget plans explained 
to the House appropriations com- 
mittee this week by the Quarter- 
master General. 


Who put Fulton on the map anyway? 


Not the President of the United States. Not the 
former Prime Minister of England. When these 
gentlemen visited Fulton they put this thriving 
Missouri town in the current news. But you can 
bet your last dime and win—that PATHFINDER sub- 
scribers rank high among those who’ve built Ful- 
ton’s progress and prosperity over the years. 


As a matter of interest, we checked our galley 
list of PATHFINDER subscribers in Fulton. And 
there they are—a representative group of the town’s 
leading citizens ... the people whose influence 
you'd like to have (and can have) working for you 
... president of the Fulton National Bank, mana- 
ger of the leading department store, owner of Ful- 
ton’s largest hardware store, district manager of 
an oil company, a minister, a realtor, manager of 
the Fulton Hotel, a county official. Make no mis- 
take about it—PATHFINDER subscribers set the 
pace that is followed; for, they’re the leaders. 


Fulton is only one town. But it’s typical of more 
than 17,000 bustling communities of under 25,000 
population... Main Street towns... PATHFINDER 
towns. PATHFINDER’S 750,000-and-growing cir- 
culation is concentrated in these places. A tre- 
mendously effective and influential group in a mar- 


THE FAMILY NEWS MAGAZINE THAT 
INFLUENCES MAIN STREET, U. S. A. 


GRAHAM PATTERSON, Publisher @ PHILADELPHIA 5, PA. 
New York, 420 Lexington @ Chicago, 180 N. Michigan @ Detroit, General Motors Bidg. 


ket that goes for ““maker’s name merchandise.” 

Who put Fultonon the map? PATHFINDER regret- 
fully disclaims the credit. But PATHFINDER is mighty 
proud of the firm place it holds in the estimation 
of Main Street leaders—the substantial citizens in 
any town who make it live and grow. After all, 
this alert magazine with the Main Street point-of- 
view keeps them intelligently informed . . . stimu- 
lates their thought and action. Its wide acceptance 
among standout families indicates its power to 
influence the entire town—for the force of example 
is great. 

PATHFINDER takes advertisers’ messages direct 
to the people who count most in a market that 
means business ... to the head men along Main 
Street, U. S. A., where more than half of the nation 
shops. PATHFINDER circulation now over 750,000. 


Advertising Age, June 24, 1946 


In requesting $5,565,000 for na- 
tional and local advertising to con- 
tinue the recruiting drive, the 
War Department indicated that 
the account would remain with 
N. W. Ayer & Son, Philadelphia, 
and that there would be no notice- 
able increase or decrease of ac- 
tivity. 

According to testimony released 
by the committee, the War De- 
partment will have spent about 
$4,500,000 during the nine-month 
period ending June 30. 


Major Media Used 


Of the $5,565,000 for 1946-47, 
$665,000 would be spent by serv- 
ice commands or Army areas, and 
the remainder would be used for 
national newspaper, radio, out- 
door, car card and other promo- 
tion. 

Generally about two-thirds of 
War Department expenditures 
have been going to newspapers 
and periodicals, the committee 
found, with the other third split 
among the other media. 

The War Department told the 
committee that it uses daily news- 
papers where it can; Sunday news- 
papers where there is no daily, 
and weekly newspapers where 
there is no Sunday newspaper. 
About 9,500 weekly, tri-weekly 
and four times weekly newspapers 
of general circulation have quali- 
fied for War Department ads by 
registering circulation with Stand- 
ard Rate & Data Service and the 
N. W. Ayer Directory. 

Committee members who ques- 
tioned whether the War Depart- 
ment could save by placing copy 
direct were told that special per- 
sonnel would be required, and the 
15% discount would not be avail- 
able. 

Officers told the committee that 
by working through an agency, 
the government saves five-sixths 
of 1%, since the agency deducts 
its 15% commission before adding 
the 16 and two-thirds per cent 
fee. 


Eitingon Maps Campaign 

Motty Eitingon, Inc., New York, 
has set aside $600,000 for adver- 
tising this year to promote Bon- 
mouton (Eitingon-dyed lamb) as 
“the fur of the future.” General, 
class and business magazines will 
be scheduled, backed up by news- 
paper insertions. Radio is not in- 
cluded in the present plans, but 
may be used later. Abbott Kim- 
ball Company, New York, is the 
agency. 


CARDISPLAY 


The Perfect Tie-in Dealer-Help 
FOR CAR-CARD ADVERTISERS 


EFFECTIVE, POINT-OF-SALE DIS- 
PLAY FROM ANY SIZE CAR-CARD 


This new Car Card easel, already used by 
leading advertisers provides the "follow thru'’ 
so important in transportation advertising. 
Takes the place of expensive, hard-to-get 
metal frames and enables advertisers to dis- 
play their Car Cards in dealer's windows and 
on counters at only a few cents per card. 
Holds any length card in curved position just 
as it appears in cars . . . without gluing . . . 
just snap it in. Can be used over end over 


again. 
WRITE FOR FREE SAMPLE 


CARDISPLAY CO. 


1520 CROSSROADS OF THE WORLD 


HOLLYWOOD 28, CALIFORNIA 
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Pictorial Staff Written 


for the best in industrial eae 


Number 
oa of families ™ 
Population 
100 
1900— 100 
190019101930 1930 1940 1950 1960 


SIX great changes in the American people 
are now taking place or lie close ahead. 
Sooner or later these sweeping changes will 
affect the sales, production, personnel, and 
financial methods of every plant in the 
United States. 

These changes and trends have been 
traced in a remarkable pamphlet, Popula- 
tion and Purchasing Power, by Vergil D. 
Reed, associate director of research of J. 
Walter ‘Thompson Co.; and former acting 
director of the U. S. Census Bureau. 

The editors, with the permission of JWT 
Co., have applied typical Modern Industry 
staff -writing technic and pictorial treat- 
ment—to present this message to more than 
50,000 managers and management men in 
this nation’s most important 31,500 plants 
in this June 15 issuc. If you will attach the 
coupon (lower right hand corner) to your 
letterhead or business card, we shall be 
happy to send you a reprint of this big story 
told in just 4 pages of pictures. 


The story of this veteran called for a sequence of 9 shots accom- 
panied by the briefest kind of explanatory text. The article, G/ 
allowances for industrial training, illustrates Modern Industry's 
edi-pictorial technic. This unique editorial method is a composite 
of field research by traveling editors, combined with stafl-writing 
and pictorial journalism, The objective of this edi-pictorial technic 
is to achieve more interesting, easier reading ... with fuller under- 
standing, by a// levels of industrial management. 


Employee relations Millions of dollars are available to industry 
for on-the-job training under GI Bill of Rights. And 1,692,162 men 
and women are eligible for it, aided by government allowances as 
high as $65 and Sgo a month. This permits them to live in comfort 
while learning new skills, fitting themselves for better jobs. The 
simple mechanics of how three typical companies started on-the-job 
training programs as a supplement to industrial training is explained 
in 20 story-telling pictures. (See MI 6/15/46 p. 34) 


Lower costs Standardize for greater productivity. 
Big idea—squeeze out costly and unessential variety 
by increasing number of standard or interchangeable 
parts. (See MI 6/15/46 p. 39) 


More plants... More reliable edi- 


reaches more than 

31,500 U.S. plants 

making 89% of manu- 
factured products. Blankets 
all industries with more than 
50,000 copies every month. 


More area per page 
like Texas, 
Modern Industry 
gives more space— 
40% more than usual busi- 
ness publications. Now—pre- 
sent your facts pictorially. 


More management 
men... largest U.S. 
coverage (at all influ- 
ential levels) of any 
magazine specifically edited 
for — and directed to — all 
manufacturing industries. 


More visibility ...no 
solid advertising sec- 
tions to reduce sales 
chances for your ad. 
Every ad placed next or close, 
to editoria! material. This de- 
livers the full reader traffic. 


torial material .. . 
unbiased, objective 
Staff-written articles, 
triple-checked foraccuracy be- 
fore printing, avoid the slant- 
ing of contributed material. 


More response .. . 

again and again, ads 

produce inquiries 

from 50-366 lower 
cost than same keyed ads in 
magazines with 3-20 times 
greater circulation. 


More pictorial jour- 

nalism .. . picture- 
PM espcion stories best 

liked by all readers. 
Nearly all articles use this 
interest-holding technic for 
sharper presentation, 


“” More prestige ... in- 
fluential audience — 
3 backdrop of editorial 
Files character, pictorial 
atmosphere, impressive di- 
mensions ... the stage is dra- 
matically set for advertisers. 


K What you want to read 


Tear sheets of any of these articles from the 
June 15 issue sent on request. 


[) Population changes and your plant 
Four pages of pictographs show how to 
cash in on shifts in ages, birth rates, 
occupations, cities vs. farms. 


[] German industrial know-how at 
5-&-10 prices 
This inside story explains how to tap 
“the world’s greatest pool of industrial 
information.” 


GI allowances for industrial training 
Uncle Sam foots the bill. Factories, of- 


fices get superior employees at bargain 
rates. 
oeeeeeeeeee eee ee @ 


Modern Industry published by MAGAZINES OF INDUSTRY, INC. 347 Madison Ave., N. Y. 17 ADVERTISING OFFICES: NEW YORK 17: 347 MADISON AVENUE 
CHICAGO 6: 20 N, WACKER DRIVE » CLEVELAND 14: 513 UNION COMMERCE BLDG. » PHILADELPHIA 2: 2208. 16TH ST. » SAN FRANCISCO 4: 68 POST ST. 
ATLANTA 3: 1722 RHODFS-HAVFRTY BLDG. » LOS ANGELFS 14: 403 W. 8TH ST. 
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Fight Telecast 
Gives Video Its 
Biggest Buildup 


New york, June 20.—Television 
got the biggest buildup of its 
young life this week in connection 
with the Louis-Conn heavyweight 
title fight—despite the fact that 
a survey showed no video receiv- 
ing sets available on the New 
York retail market. 


Easily the biggest audience in 


the history of the medium saw 
NBC’s exclusive and elaborately 
touted telecast of the bout. The 


1 


| network estimated more than 
| 100,000 ‘‘televiewed” the event via 
'NBC’s WNBT, New York, Philco’s 
WPTZ, Philadelphia, DuMont’s 
W3XWT, Washington, and Gen- 
eral Electric’s WRGB, Schenec- 
tady. 

Gillette Safety Razor Company 
sponsored NBC’s telecast as well 
as ABC’s audio broadcast of the 
event. A Waltham Watch Com- 
pany time signal—closeup of a 
pretty girl’s wrist watch—also was 
telecast. NBC shared with Gil- 
lette the $125,000 cost of the video 
rights, a net spokesman said. 

DuMont, U. S. Television, View- 
/tone and Telicon held invitational 
viewing parties in New York to 
show off their receivers. Telicon 
Corporation’s guests, who watched 
|five large screen projected-view 


receivers put together especially 
for the occasion, were told the 
firm expects to produce sets “pre- 
senting pictures large enough tv 
cover entire walls of bars, restau- 
rants, theaters and other semi- 
public and public establishments.” 
Solomon Sagall, president of 
Telicon, also said the company 
plans installations of intra-video 
systems for apartment houses to 
assure “ghost-free quality recep- 
tion.” Telicon receivers, priced 
from about $350 to $1,500, will 
reach dealers in the fall, he said. 
New York radio retailers, who 
had nothing more than a few floor 
samples of postwar television re- 
ceivers, reported an upsurge of 
calls for video sets, with many 
people asking if they could even 
rent receivers for the occasion. 


The Gillette-sponsored broad- 
cast of the fight received the high- 
est Hooperating—67.2—ever given 
a commercial broadcast on a single 
network. The rating, ABC said 
today, was exceeded only by three 
wartime broadcasts by President 
Roosevelt, heard over all net- 
works. Previous Hooper high for 
a fight airing was 58.6 on the 


‘Louis - Schmeling battle in June, 


1938. ABC’s estimate of the 
listener audience last night was 
45,000,000. 


Morin Leaves CBS 


Charles E. Morin, sales man- 
ager of Columbia Pacific Net- 
work, Los Angeles, has resigned 
because of ill health. For the 
present he will be succeeded by 
Arch Morton, sales manager of 
Station KNX. 


BUILD—REPAIR—REMODEL—AND RENT TO A VETERAN! 


THE 


NEW YORKER 


No. 25 WEST 43rd STREET 
NEW YORK 18, N. Y. 


(The New Yorker offers reprints of this advertisement to anyone who wishes to have them) 


Advertising Age, June 24, 1946 


Loggers’ Strike 
Ends; Newsprint 
to Be Rushed 


Powell River, B. C., June 21.— 
The loggers’ strike halting pro- 
duction at Powell River Paper 
Company’s mills. in British Co- 
lumbia ended yesterday when con- 
tracts were signed giving the log- 
gers a 15 cents per hour increase, 
a 44-hour week and voluntary 
check-off system. 

Newsprint shipments are going 
to the U. S. on a curtailed basis, 
Harold S. Foley, president of the 
company said, pointing out that an 
indefinite period is needed to make 
up the wood supply lost on ac- 
count of the strike. Loggers and 
mill workers will resume work 
as soon as possible. 

The Tulsa World-Tribune, which, 
with the Houston Chronicle, suf- 
fered drastic reductions during the 
strike, announced yesterday that 
it would start accepting national 
ads today and that other adver- 
tising, principally food copy, would 
be resumed. The Houston Chron- 
icle, its Chicago representative 
said, will still be unable to accept 
ads until it actually receives news- 
print. 

Powell River Paper Company 
normally supplies about 40% of 
the newsprint used in Texas. 
| —__ 


| Larry Hanson Joins 
ANAN Executive Staff 


| C. S. “Larry” Hanson has re- 
|signed from the administrative 
| staff of the central new business 
|department of McCann-Erickson, 
|New York, to join the administra- 
| tive sales staff of the American 
Newspaper Advertising Network, 
New York, effective July 1. He 
will be assistant to Edward D. 
Madden, who recently left Mc- 
| Cann-Erickson, where he was vice- 
| president in charge of new busi- 
‘ness, to become ANAN executive 
vice-president and general man- 
ager (AA, May 6). 

Mr. Hanson joined the agency 
shortly after his graduation from 
Columbia University, left for 
'three years for an advertising 
isales position with the Woman’s 
|'Home Companion, and returned 
| to serve successively as senior ac- 
| count executive and administrator. 


‘Love Dat Coffee,’ 
Sighs Martinson Spot 


Twenty times each week, listen- 
ers to Station WQXR, New York, 
are hearing a 20-second commer- 
cial which sighs, four times in a 


row, “Martinson’s . . . Love Dat 
Coffee.” Each time it’s a differ- 
ent voice. 


The plug—capitalizing on an 
idea from Frederic Wakeman’s 
“The Hucksters’—was cooked up 
by the Al Paul Lefton agency in 
behalf of Joseph Martinson & Co.’s 
coffee and will be heard evenings 
over WQXR through June 30. 
Small ads repeating the same 
theme also are being run in New 
York papers. 


. a 

@ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical ... any office girl can be your 
compositor. 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 
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$(3B wat statistics sHow. 
YOU'LL BE AMAZED AT THE 
REVELATIONS OF HOWARD 
WHITMANS IMPORTANT ARTICLE 
“THAT WOMAN DRIVER!" 
IT'S ONE OUTSTANDING FEATURE 
OF THE JUNE COMPANION AND 
LATEST IN THE COMPANION'S 
CELEBRATED SAFE-DRIVING 
SERIES. 
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BOOU THE CHUNG DODGERS TRIG? 
YOU'LL CUT YOUR LIVING COSTS 
AND HELP THE NATION STAVE 
OFF MORE INFLATION. READ 
PATRICIA LOCHRIDGES FACT- 

PACKED EXPOSE, “§ SHOP THE 

BLACK MARKET AGAIN. IN 


THE JUNE COMPANION. 


Vo 


WM 4, 
‘ 
/ 


BUILD OUR 
YOU'LL HARDLY BELIEVE IT, BUT IT'S TRUE! 
COMPANION HOUSE PATTERNS, MADE LIKE 
PATTERNS FOR DRESSES, ENABLE EVEN THE MOST 
INEXPERIENCED TO BUILD A SOLIDLY COMFORTABLE 
COTTAGE FOR THIS INCREDIBLY LOW PRICE. 
DETAILS IN THE JUNE COMPANION. 


STX4 BIG FEATURES COVERING A WIDE 
RANGE OF YOUNGER READERS’ INTERESTS 
IN JUNES JUNIOR COMPANION.. PLUS, OF 
COURSE, THE COMPANION’S UNEXCELLED 
SERVICE PAGES COVERING COOKERY AND 

HOMEMAKING, GOOD LOOKS AND FASHIONS. 


THE CROWELL-COLLIER PUBLISHING COMPANY. PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 
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White Lists Five 
Postwar Ad Jobs 
at NIAA Meeting 


Atlantic City, June 20.—Key- 
noting the “Tell and Sell’? theme 
of the National Industrial Adver- 
tisers Association’s 23rd annual 
conference, C. M. White, president 
of Republic Steel Corporation, to- 
day challenged admen to rise to 
their greatest responsibility—ag- 
gressive selling of the free enter- 
prise system and the democratic 
form of government. The confer- 
ence will continue through Sat- 
urday. 

Bluntly comparing the demo- 
cratic form of government and 
Soviet Communism as two com- 
peting packages of merchandise, 
Mr. White outlined five basic 
postwar advertising jobs: 

1. To sell our companies and 


products. 

2. To use advertising efficiently 
and economically. 

3. To promote and preserve 
company names and trademark 
assets. 

4. To inspire confidence. 

5. To sell the American system 
of enterprise to employes, com- 
munities, families and friends. 


Criticizes Truman Speech 


The steel executive sharply 
criticized President Truman’s re- 
cent speech at Washington College 
in Chestertown, Md., attacking 
bigness in industry, business and 
finance. Mr. White pointed out 
that this bigness in mass produc- 
tion was the decisive factor in 
winning the war; that it makes 
possible our standard of living, 
and that it is our greatest peace 
insurance. 

Industrial advertising men must 
widen their horizons and extend 
their frontiers to “tell and sell” 
the people that business and in- 
dustry are an essential part of 
their very existence, and to com- 


bat the destructive influence of 
petty political expediency and 
monopolistic “big labor,” he said. 


Hawley Discusses Training 


Cameron Hawley, director of ad- 
vertising and promotion, Arm- 
strong Cork Company, telling how 
his department trains employes, 
emphatically warned against “grad- 
ing advertising men in accordance 
with the size of that portion of the 
budget for which they are re- 
sponsible.”” The common practice 
of starting young men at odd jobs 
and letting them work up to the 
“glory” of handling national ad- 
vertising only after a long period 
leads to discontent and keeps tal- 
ent buried, he said. 

The alternative, Mr. Hawley 
added, is to “let the young man 
work his way well around the 
circle, either with varying assign- 
ments or as an assistant to an 
older and more experienced man. 
. .- This approach is coupled very 
closely with our never-ending de- 
sire to completely destroy ‘billing’ 


Rowell Elected Head 
of Magazine Group 


E. N. Rowell, Fawcett Women’s 
Group, has been elected president 
of the New York State Maga- 
zine Represen- 
tatives Club. 
Other officers 
elected are: 
Edward Barlow, 
Look, vice-pres- 
ident, and Ken- 
neth Wright, 
Household Mag- 
azine, secretary- 
treasurer. 

The club’s 85 
members rep- 
resent maga- 
zines totaling 
more than 100,000,000 circulation 
within the state. 


E. N. Rowell 


Elects Don Julien 


Foster & Davies, Cleveland 
agency, has elected Don Julien as 
vice-president to head its new 
industries promotion department. 
He has been with the agency for 
10 years, and formerly was adver- 
tising manager for Graybar Elec- 


consciousness.” tric Company, New York. 


Me YOU CAN'T BELIEVE YOUR EARS 


Suna has invisible dimensions re- 
vealed to the ear, but inaccurately. 


Twenty-five years ago one standard 
of sound power was the ticking of a 
watch, and the.measure was how far 
away the tick could be heard. 

Accustomed to exact measurements, 
Bell Laboratories scientists developed 
new sensitive electrical instruments, 
calipers of sound. That’s one reason 
why telephone and radio are much 
clearer today. 

This is but one field of service of 
the great research and development 
branch of the Bell Telephone System, 
with whom we have been associated 
for 38 years. 


N. W. AYER & SON, Inc. 


Philadelphia New York Chicago Detroit 
San Francisco Hollywood Boston Honolulu London 
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Tests Burma-Vita 
Tooth Powder 


Minneapolis, June 19.—Burma- 
Vita Company, maker of Burma- 
Shave, has begun a test campaign, 
including 625-line ads in _ the 
Gazette, Cedar Rapids, Ia., for its 
new “revolutionary” Burma-Vita 
tooth powder. ° 

Captioned, “A new note in teeth 
cleansing,” the ads stress the tech- 

Burma-Vita 


s new Vote "oa 
NG 
TOOTH POWDER j 


IN TEETH CLEAN 
G Dip Does it! 


MODERN WAT 


sh he it’s THE 
tee 


DIP IN POWDER 


bow grew segaure aad porare ——T 


3 METHOO 1S * 
ABSOLUTELY SANITARY 


‘The pleessor tame of Barms View Powder xmas sre 
Kreshing senanuoe ve pow mowth homg eters pow howe 
pow een, 


Tey tins new eed seb eapers mew wemman 
oh enemy” 


SURMA.VITA COMPANY © MINNEAPOLIS, MINN. 
Makers of Burma-Shave 


nique recommended with Burma- 
Vita: “In using this new powder 
you just wet your brush (shake 
off excess water) dip brush di- 
rectly into the powder and proceed 
to brush your teeth.” 

This method, the ads say, elimi- 
nates “unsanitary use of palm of 
hand and powder waste in wash 
bowl.” The method is successful 
with Burma-Vita “because labora- 
tory tests proved that this tooth 
powder kills bacteria, both gram 
negative and positive.” The 
powder, which contains ‘“alca- 
foam,” an alcohol ester, is offered 
in jars for 35 cents. 

Myer Associates here is 
agency for the company. 


the 


Meldrum Moves Up; 


Fewsmith, President 

Barclay Meldrum, president 
since the founding of Meldrum & 
Fewsmith, Cleveland agency, in 
1930, has been named chairman 
of the board. Joseph Fewsmith, 
vice-president and treasurer, suc- 
ceeds to the presidency. 

Among other major organiza- 
tional changes, E. T. Morris, vice- 
president, has been placed in 
charge of operation and will head 
a new merchandising and market- 
ing department; Ray G. Simmons, 
vice-president in charge of media, 
has been appointed general man- 
ager and will have charge of ex- 
port advertising; Donald Elliott, 
formerly his assistant, will head 
the media department; Harry 
Guest, vice-president, has been 
named secretary and _ treasurer, 
and will have charge of new busi- 
ness; James C. Clawson, newly 
appointed vice-president, and Rob- 
ert Pfleger, his assistant, will 
head a new division handling in- 
dustrial advertising and market- 
ing; and Norton Weber, with the 
agency for five years, has been 
made a senior account executive. 


Sandison Joins Petry 

James G. Sandison, salesman 
with Station WTMJ, Milwaukee, 
for more than 13 years, has re- 
signed to become manager of a 
new Boston office of Edward Petry 
& Co., station representative. Earl 
A. Millar, previously on WTMJ’s 
engineering staff, has been shifted 
to the sales staff. 


“the Business Man's 
Department Store" 


is his local stationery and office 
supplies store. 


For information on this 
field ask for new “‘Bulls- 
Eye” folder. 


250 5th Ave., New York ! 
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alea- As an advertiser—or prospective advertiser—you'll be 
the interested to know that immediately after the first issue of 

WORLD REPORT appeared, we were flooded... 


deluged .. . inundated with letters... telegrams . . 
telephone messages. Typical of what people said was in a 


wire from the Editor of an important daily newspaper— 


**Through WORLD REPORT we at last have a back- 
ground and reporting job that all editors have 
longed for. Much of the misunderstanding that 
exists within and between nations can be cleared toa x 


large degree by the excellent presentation of facts in 
WORLD REPORT. Congratulations.’’ 


Advertisers can now get the grade-A cream of literate America— 
gathered for the first time in a single contaaner—-WORLD REPORT. 


of a 
Petry 
- Earl 
TMJ’ ‘ ' : ’ , 
a WORLD REPORT 

; @ahsam A. mo 
5 THE ONLY WEEKLY NEWSMAGAZINE REPORTING, INTERPRETING AND FORECASTING THE NEWS OF WORLD AFFAIRS 
fore” published by 
| office UNITED STATES NEWS PUBLISHING CORPORATION 

DANIEL W. ASHLEY 

on this VICE PRESIDENT IN CHARGE OF ADVERTISING 
a 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y 
ner) - 
» Sen ye < WORLD REPORT —‘¢he No. 1 advertising medium to reach world-minded people => 5 
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Claims Unions 
Scorn Company 
House Organs 


Chicago, June 19.—Organized 
labor regards most company em- 
ploye publications as “social gos- 
sip sheets of no practical value,” 
in the words of a report made 
public today by Newcomb & Sam- 
mons, management consultant. 

Weighing both merits and de- 
merits of employe house organs, 
the report concludes that although | 
evidence in industries recently | 
affected by strikes points to a 
definite broadening of editorial 
policies on the part of manage- | 
ment, the “social chit-chat’ type | 
of publication continues to dom- | 
inate the field. 

For this, it blames untrained | 
editors, low salaries, lack of clear- 
cut management policies, insuffi- | 
cient editorial contact both at ex- 
ecutive level and with the field, 
inadequate budgets and the belief 
by management that employes 
prefer chit-chat to forthright dis- 
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Post-Home News 
370,000 
CIRCULATION* 
nearly 1/3 
home delivered 
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*Only four cities in 
7 


B America have more 
% families than you reach 
through the Post-Home 


And in New 
York, where newspa- 
pers do the heavy-duty 
selling, the Post-Home 
News buy takes your 
story to the fourth larg- 
est audience inside the 
city-zone. 


News. 


New York Post- 
Home News 


Dorothy S. Thackrey, Publisher 
T.O. Thackrey, Editor & Genl.Mgr. 


Nationally Represented by 
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THEODORO ADVERTISING SERVICE 
75 West St., N.Y.C. 6 
Edward C. Kennelly, General Mor. 
Detroit: 803 Ford Building 
Chicago: 141 West Jackson Blvd. 
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cussion and explanation of com- 
pany policies. Not more than 25% 
of employe publications interpret 
the company or its policies, ac- 
cording to the report. 


Claim 40 Million Readers 


Employe publications increased 
10 times in number during the 
past 10 years, and during the war 
4,500 such publications were is- 
sued for 40,000,000 readers at an 
annual cost to industry of $29,- 
000,000, it is claimed. Curtailment 
of these figures due to cutbacks 


is put at less than 8%. Employe 
annual reports, informational 
manuals for new employes, indus- 
trial relations films and _ syndi- 
cated publications for employes 
are developments in other types 
of industrial media, Newcomb & 
Sammons points out. 


Appoints Compton 

Bates Compton has been ap- 
pointed director of service of 
Geare-Marston, Philadelphia and 
New York agency, which he joined 
last November. 


To Kircher, Helton 


Kircher, Helton & Collett, Day- 
ton, has been appointed to handle 
the advertising of Desmond- 
Stephan Mfg. Company, Urbana, 
O., maker of grinding wheel 
dressers and Simplex steel slide 
vises. Business papers and direct 
mail will be used. 


To Rogers & Smith 


Rogers & Smith, New York, has 
been appointed to handle the ad- 
vertising of Theatre Arts, Inc., 
New York. 


Advertising Age, June 24, 1946 


Grant Advertising Named 


Grant Advertising, Dallas, has 
been appointed by Texas Week, 
Austin, news magazine scheduled 
for August publication. Promo- 
tion space will be used in Texas 
newspapers. Raymond Holbrook 
is editor and publisher. 


Appoints Standen 


C. R. Standen has been ap- 
pointed head of the advertising 
department of Ladish Drop Forge 
Company, Cudahy, Wis., succeed- 
ing T. F. Finn, resigned. 
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Gimbels Telecast 
Shows Real ‘Pull’ 


Philadelphia, June 19.—Philco 
Corporation’s television station 
WPTZ claimed “graphic proof” of 
video’s sales pulling power fol- 
lowing a recent Gimbels-spon- 
sored telecast demonstrating hair- 
dos offered by the department 
store’s beauty salon. 

Four new customers phoned for 


was still on the air; six additional 
new customers made appointments 
the next morning as a result of 
seeing the broadcast. 

Since the Philadelphia area has 
only 752 television receivers, the 
10 new customers represented a 
1.3% sales return on Gimbels’ tele- 
casting investment, according to 
E. B. Loveman, who has charge 
of Philco video broadcasting. At 
this rate, he figured, Gimbels 
would get 1,300 new hair-do 
patrons on a single telecast when 


which he thinks is a conservative 
estimate of the number it will 
have before long. 


Three to Honig-Cooper 
Honig-Cooper Company, Los An- 
geles agency, has been appointed 
by Transland Company, Hermosa 
Beach, Cal., maker of aluminum 
freight trailers for air lines; Leo 
G. Brown Engineering Company, 
Los Angeles, maker of machine 
tools, and Hi-Shear Rivet Tool 
Company, Hermosa Beach, maker 


Alexander to Vanguard 


Sid Alexander, who until last 
week was associated with Co- 
lumbia Pictures, has been named 
eastern advertising and publicity 
director for Vanguard Films and 
the Selznick enterprises, with of- 
fices in New York. 


Joins ‘Standard Register’ 


George A. Boland, previously 
with the Federal Reserve Bank, 
7th district, Chicago, has joined 
the Chicago staff of the Standard 


appointments while the telecast|the area gets 100,000 video sets,|of riveting equipment. Advertising Register. 


No comparison between the two 
bridges—just as there can be no 


"Baats the way Mildred Funnell and her associate Gloria Brown 
affect the many listeners of WTAM’s Woman’s Club of the Air. 
Each listener feels she is overhearing an intimate conversation. 


comparison between metropoli- 
tan newspapers and the Nassau 
Daily Review-Star when it comes 
And she can’t wait to relay to her friends the stimulating infor- 


mation she’s absorbed. 


to local news coverage. 


News-gathering facilities of the 
former are not—cannot be—re- 
fined enough to capture Hemp- 
stead Town events, tempo, 


Mildred, with WTAM since 1930, recently took over this popu- 
lar morning program (8:00-8:30, M-F) with the firm belief 
that the Woman’s Club of the Air should be just that—a club. 


trends . .. cannot be pin-pointed, 
For this reason, in addition to regular program features of 


for example, to report regularly 
interest to women, she and Gloria discuss and exchange ideas trafic conditions, regulations, 
construction, accidents involving 
this and other Hempstead Town 


bridges. 


sent in by listeners. The result: listeners feel they have a part 
in the program. 


i ns exceptional responsiveness to sales ' : 
To sponsors, this means exceptio P The Nassau Daily Review-Star’s 


news coverage is keyed to such 
immediate—as opposed to mar- 
ginal—Hempstead Town inter- 
ests .. . operates at the level of 
Hempstead Towners’ daily life 
. . . families, friends, schools, 
stores, government, 


messages. Mildred Funnell’s sponsors belong to a club too—a 
club composed of some of the most successful national and 
local advertisers. The secret password of this exclusive club 
is WTAM. You can become a member by calling NBC Spot 
Sales today. 


churches, 
transportation, entertainment—- 
the level where they plan the 
spending of $223,000,000 locally 
for retail goods and services. 


FIRST IN CLEVELAND 


The Nassau Daily Review-Star, 


| SK currently serving 150,000 people 
SS Ke in more than 41,000 families, is 
. = the only newspaper that concen- 


trates its circulation (90%) in 


50,000 WATTS Hempstead Town. 


Represented by NBC SPOT SALES 


a ae as ail NASSAU DAILY 
REVIEW-STAR 


Published daily, except Sunday 


* 
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THE NATIONAL BROADCASTING COMPANY 


4c a copy 
HEMPSTEAD TOWN, L. I., N. Y. 


Executive Offices: 


I ROCKVILLE CENTRE, N. Y. 


National Representatives: 
) LORENZEN & THOMPSON, Inc. 
| New York, Chicago, St. Louis, San Fran- 
} cisco, Los Angeles, Detroit, Cincinnati, 
Kansas City, Atlanta 
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Advertising Versus Monopoly 


For some unexplained reason 
the charge that advertising con- 
tributes to monopoly has again 
become current, with the thesis 
originally developed by Thurman 
Arnold as official trust-buster get- 
ting acceptance and promotion by 
others. The idea is that advertis- 
ing is expensive; that big adver- 
tisers can dominate the market to 
the exclusion of others, and that 
the end result is to use advertising 
to foster monopoly and strengthen 
monopolistic positions. 

Since this is a kind of thinking 
which will be emphasized by the 
left wing groups from now on, 
the argument deserves study and 
refutation. It is of course no more 
true that advertising builds mo- 
nopoly than that salesmen build 
it, transportation facilities build 
it, manufacturing and distributing 
facilities build it. In short, adver- 
tising is one of many ‘business 
functions which may be used by 
any business. If size of advertis- 
ing appropriation alone can create 
a monopoly, which nobody has 
ever been able to prove, then ad- 
vertising is a possible monopolistic 
tool, like machinery, salesmen and 
transportation facilities. 

The fact of the matter, however, 
is that advertising is the most 
democratic of business facilities. 
Anybody can use it, because it 
can be employed on whatever scale 
fits the requirements and resources 


of the advertiser. We _ recently 
told the story of a young ex-serv- 
iceman, Max Twentier, who built 
a $1,000,000 mail-order business 
in a few months partly through 
government orders and partly by 
advertising. He is a relatively 
small advertiser, but advertising 
in the amounts fitted to his opera- 
tion was immediately available to 
him, and helped him to build a 
prosperous and successful business. 

Small businesses growing into 
big and successful businesses are 
typical of this country, and in a 
great majority of cases, advertis- 
ing plays a major role both in 
assisting expansion and accelerat- 
ing the rate of growth. Thus any- 
one with a good idea and a good 
product has access to the public 
ear and mind, and can grow just 
as fast as the public wants him 
to grow. The consumer is always 
looking for something new and 
better, hence new advertisers 
never lack for an audience. In- 
stead of building monopoly, ad- 
vertising maintains competition 
which helps to prevent it. 

This is the sort of story which 
advertising interests should tell, 
because it is certain that the ex- 
tremists are going to continue to 
attack advertising as the tool of 
monopoly and economic oppres- 
sion. Even a fantastic untruth may 
be accepted if it is repeated often 
enough without challenge. 


Recommended Reading 


Recommended reading for all 
advertising and business men is 
the 32-page booklet, “The Job 
Ahead for Business,’ which has 
just been published by the Asso- 
ciation of National Advertisers. 

An excellent condensation of 
some of the talks given before the 
semi-annual meeting of the asso- 
ciation held in April, “The Job 
Ahead for Business” is defined as 
“selling the company behind the 
product,” and advertising is her- 
alded as a tool of management. 
Within its pages are 13 down-to- 
earth presentations on a _ what- 
to-do and how-to-do-it level which 
top management and all manage- 
ment should find valuable. 

In his introduction to the re- 


port, Howard Chase, chairman of}. 


the ANA public relations com- 
mittee and director of public re- 
lations of General Foods Corpora- 
tion, says: 

“In the various talks, two 
fundamental points stood out like 
lighthouses: 


“1. That business to date hasn’t 
done enough about selling itself, 
either to employes or the public. 
Meanwhile, opponents of business 
have capitalized on this lack of 
action. 

“2. In the main, the methods 
used so far by organized industry 
to sell ideas as well as products 
have been ineffective—and new, 
dynamic techniques are needed.” 

“What can be done? The speak- 
ers were forceful and hopeful. 
They pointed out that advertising 
which has been so successful in 
selling products can be equally 
successful if adapted to selling the 
company behind the product and 
the whole American industrial 
system. This is today’s challenge 
. . not just to be Boy Scouts, but 
in order to survive.” 

Within the covers of the little 
book is some solid food for thought 
along this line which should do 
much to define the problem and 
point the way to its intelligent 
solution. 


“Darling, this is Mr. Simms. He was caught between a fixed price ceiling and 
a rising cost floor." 


Sleep, Trilby! 

We are sensitive to having our 
leg pulled, and since a certain 
fictitious advertising agency played 
fast and loose with our editorial 
affections, we’re just plain sus- 
picious. 

With this preamble, we'll tell 
you about the DeLuxe Record 
Company of Linden, N. J., which 
has produced a sleep album, 
starring an “internationally 
known” hypnotist, Ralph Slater. 
The name of the album is “Time 
to Sleep,” and it consists of rec- 
ords in which Mr. Slater lulls the 
listener into the land of dreams. 

The company has put out a sleep 
guarantee certificate which war- 
rants that its records will do the 
job. Svengali Slater used to do 
his stuff in Army hospitals, and 
at one time put a large crowd to 
sleep in Carnegie Hall, although 
any observant concertgoer can tell 
you that it doesn’t have to be 
Slater. 

Somehow this whole idea makes 
us a little bit uneasy. Where are 
the old, time-tested soporifics 
going? Will it no longer be neces- 
sary to read the children a bed- 
time story, or to drink a glass of 
warm milk? Is the night-cap to 
go the way of its textile name- 
sake? Will men lie snug-abed, 
counting phonograph needles in- 
stead of sheep? Can a slick sleep- 
talk substitute for the lullaby? 

There’s something disagreeable, 
to our quaint viewpoint, in being 
able to turn slumber off and on 
with a switch, to induce dreams 
at the twist of a turntable, to knit 
the rav’led sleeve of care with a 
“jewel point” -needle, good for 
500,000 playings. 

It gives us the creeps. 


Stop the Presses! 


Into the hurly-burly of our of- 
fice recently came two sizzling 
announcements from Westing- 
house Electric Corporation. Be- 
cause of their dynamic nature, the 
electrifying quality of their news, 
we present herewith the lead para- 
graph from each: 

“Combining a six-tube AC-DC 
standard band radio receiver with 
a fully automatic phonograph in a 
mahogany veneer cabinet, the new 
Model H-122 table-size Duo-com- 
bination is announced by the 
Westinghouse Electric Corpora- 


tion.” Still dazzled by this start- 
ling news, we picked up the next 
release, which began: 

“Three wide-area type blades of 
one piece steel construction, weld- 
ed steel guard, and brushless, two- 
pole induction-type motor are fea- 
tures of the 8-inch non-oscillating 
desk bracket pacemaker fan an- 
nounced by the Westinghouse 
Electric Corporation.” 

About all the Ad-libber can say 
for those two leads is that there’s 
evidently no shortage of hyphens. 


That's What It is 

We have just finished reading a 
well done and instructive booklet 
on public relations, minted by 
Tracy-Robinson. Public relations, 
these gentlemen think, is the ap- 
plication of skilled judgment and 
certain proved techniques to the 
everyday problems of business. 
“The things you do, or fail to do, 
which cause people to form opin- 
ions about your business, consti- 
tute your public relations,’ the 
booklet says. Called “This Is Pub- 
lic Relations,” the booklet leads 
off in clean, direct style, tells 
pretty clearly what its authors 
think, and what they can do in 
counseling a client. 


Jottings 

Nylon stockings are awarded to 
each female worker of the Tem- 
pletone Radio Mfg. Corporation, 
New London, Conn., who secures 
another girl who is hired. The 
new employe herself wins a pair if 
she maintains a perfect attendance 
record for two weeks... 

Children in Europe’s recently 
“occupied countries’ found 2,328 
“foster parents” through Column- 
ist George Grim’s appeals in the 
Minneapolis Morning Tribune. The 
“foster parents” write and send 
parcels to children abroad. . . 

Esta Barr, fingerprint expert 
who has a program over WBZ and 
WBZA in Boston, called “Crime 
on Your Hands,” recently analyzed 
the hands of Mr. and Mrs. Fred 
Fisher, 8’ 4” and 8’ 2” respectively, 
and the diminutive mitts of Harry 
Doll, 2’6”. All are members of 
Ringling Bros.-Barnum & Bailey 
CICUE: « « 

Press agents in New York may 
now get special service for their 
news releases, “Delivered by ex- 
perienced messengers who know 


how!” .. 
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The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Il. 


No. 2658. Let’s Look at Inquiries. 

Power has issued this study, 
made by the McGraw-Hill pub- 
lication’s research department, on 
the subject of inquiries resulting 
from editorial mention, and how 
they can be appraised for source, 
quality and productivity. 


No. 2659. The Cincinnati Post 
1946 Data Book. 

This file-size folder, issued by 
the Cincinnati Post, devotes its 
center spread to a market map in 
colors indicating economic areas, 
and a population table of Ohio and 
Kentucky cities in the market. In 
addition to facts about population, 
industry, a list of wholesale out- 
lets and other market data, the 
folder provides a circulation an- 
alysis of the newspaper. 


No. 2604. How to Step Up Reader 
Interest in Ads to Power Plant 
Engineers. 

Based on 319 plant calls in 28 
industries, this report, issued by 
Power Plant Engineering, tells 
how to dig up helpful sales and 
service data, and suggests seven 
ways to gear ads to the needs of 
power engineers. An organization 
chart shows operating and main- 
tenance functions of a typical plant 
engineering department. 


No. 2642. Going Places. 

This, the first of a new series of 
folders issued by Kimberly-Clark 
Corporation, reproduces the art- 
work of several prominent travel 
advertisers, showing the printa- 
bility of Trufect Levelcoat paper 
for fine color work. A state-by- 
state list of K-C distributors is 
included. 


No. 2619. Grocery Products Sales 
in the Pittsburgh Market. 
Three maps indicating grocery 
products distribution in the Pitts- 
burgh area highlight this folder, 
issued by the Pittsburgh Post- 
Gazette. One shows the territory 
covered by wholesale grocers, the 
second, chain store locations con- 
trolled by Pittsburgh, and the 
third, the grocery products mar- 
keting area, wholesale and retail 
combined. A table provides mar- 
ket facts, by state and county, 
about the Pittsburgh food area. 


No. 2647. The Influence of Brand 
Names on Consumer Purchases 
of Home Furnishings. 

This booklet, issued by Home 
Furnishings Merchandising, starts 
off with a report on the seven 
sources that lead all others in 
home furnishings information, and 
a summary of brand knowledge 
and dealer influence. Then it 
breaks down home furnishings by 
items, and shows the per cent of 
the women queried who could 
name specific brands, the per cent 
of dealer influence and types of 
dealers most preferred. 


No. 2621. Reader-Consumer Panel. 


The American Home has issued 
this report on its latest reader- 
consumer panel, which is devoted, 
principally, to an analysis of the 
answers to questions about home 
repair and remodeling plans. The 
tabulated percentages show extent 
of planned improvements _ this 
year, expected expenditure, kind 
of heating equipment that will be 
purchased, etc. 
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Wholesale Grocer, 
Under FIC Fire, 
Sees New Gains 


Chicago, June 18.—Despite its 
current battle with the Federal 
Trade Commission which has 
charged that Consolidated Grocers 
Corporation “has_ substantially 
lessened competition, restrained 
trade and tended to create a 
monopoly,” the company is mark- 
ing its first anniversary this*month 
with predictions of even greater 


‘business during the next fiscal 


year. 

Without mention of the FTC 
charges, Consolidated, in a recent 
half-page ad in the New York 
Journal of Commerce, declared 
that its pledge of competition 
among six subsidiary units had 
been maintained. It announced an 
estimated $118,000,000 sales vol- 
ume by the end of its fiscal year 
June 30, 1946, an increase of 
17.35% over the combined volume 
of its divisions and _ subsidiaries 
during the corresponding period of 
1944-45 fiscal year. 


Plans $1,000,000 Promotion 


Consolidated’s president, Nathan 
Cummings, said that about $850,- 
000 was spent for promotion last 
year, and predicted that at least 
$1,000,000 will be spent during 
the coming year. Leading promo- 
tional efforts went into news- 
papers, with supplementary pro- 
motion in radio, business publica- 
tions and dealer helps. 

Regarding the FTC charges now 
being heard in Chicago, Des 
Moines, Houston, Los Angeles, 
Minneapolis and San Francisco, 
Mr. Cummings declared: “Our 
skirts are clean. Our units are 
highly competitive. We feel that 
we have helped business rather 
than hampered it. We have not 
lessened competition.” 

The FTC case is based on the 
fact that Consolidated, within a 
four-year period, acquired the 
capital stock of Western Grocer 
Company, Marshalltown, Ia.; Reid, 
Murdoch & Co., Chicago, and 
Dannemiller Grocery Company, 
Canton, O., and was thus able to 
occupy a “dominant position” in 
the wholesale grocery trade in 
many areas (AA, Feb. 25). Its 
earlier growth under Mr. Cum- 


Winston-Salem 
Again Selected 


The North Carolina office of the 
Veteran's Administration, casting 
about for a place in which it could 
locate . . . to better serve the 
needs of North Carolina's thou- 
sands of veterans has selected 
Winston-Salem as state headquar- 
ters. 


This agency, employing about 
one thousand people, is a material 
addition to Winston-Salem's fam- 
ily of ACTIVE people . . . gainfully 
employed and well able to buy the 
things you have to sell. 


JOURNAL and SENTINEL 
Winston-Salem, N. C. 


National Representatives: 


KELLY-SMITH COMPANY 


mings included absorption of C. D. 
Kenny Company, Baltimore, and 
Sprague Warner & Co., Chicago. 

For the coming year, Consoli- 
dated is stressing an increase in 
unit sales as well as more dollar 
volume. Increased dollar volume 
alone, Mr. Cummings said, would 
not necessarily indicate increased 
over-all volume due to higher 
prices. 

The corporation currently oper- 
ates in 104 localities throughout 
the nation, including 17 canneries 


and five processing plants, as well 
as warehouses, sales offices and 
assembling stations. 


Names H. M. Baus 


The Los Angeles Chamber of 
Commerce has appointed Herbert 
M. Baus, formerly general man- 
ager of the city’s Downtown Busi- 
ness Men’s Association, as public 
relations counselor. Worth Lar- 
kin, formerly with Holiday, heads 
the chamber’s publicity depart- 
ment. 


KSWM Joins CBS 


KSWM, Joplin, Mo., new 250- 
watter scheduled to take the air 
at 1230 kilocycles July 18, will 
join the Columbia Broadcasting 
System on that date as an op- 
tional outlet. It will be CBS’s 
157th affiliate. 


Heads Catholic Press 


Humphrey E. Desmond, general 
manager of Catholic Herald Citi- 
zen, Milwaukee weekly, has been 
elected president of the Catholic 
Press Association. 


Cover Catholic 
Schools, Churches, 
and Institutions 
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35 W. WELLS ST.. MILWAUKEE 3, WIS. 


...a@ part of the 


life of the region 


es 


*Oregon and seven 


To effectively reach 


Reader loyalty to The Oregonian isn’t a happenstance. 


Confidence has been earned through an intensive news 


coverage in the vast 100,000-square-mile Oregon market 


area and careful editing for localized outstate coverage. 


Here the great mass of the people depend on The 


Oregonian for news and editorial leadership—and 
have done so for over 96 years. Their “proprietary” 


interest is demonstrated in many letters received daily 


by the editors. Such people—in this big two billion 


dollar market—are ready customers for advertisers 


who use The Oregonian—a newspaper which has really 


sold itself to its readers. To obtain coverage throughout 


the important Oregon market * with a single news- 


paper—use The Oregonian, with its 


MARKET-WIDE CIRCULATION LEADERSHIP 


Southwestern Washington the whole Or oom ' 
counties. Market with @ single Mg 
newspaper, vse -"* 


DAILY AND SUNDAY 


Oregonian 


PORTLAND OREGON 


REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 
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editing is swinging more 
sportsmen and advertisers to the 
Unquestioned Leader every month. 
Now America’s No. 1 sportsman’s 
magazine is bought by over 
500,000... the biggest, lowest-cost 
coverage of men who buy the 


best of everything. 


'S MAGAZIN 
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Newsprint Stocks | 
at 32-Day Level, 
ANPA Reports 


New York, June 20.— The 
American Newspaper Publishers 
Association said this week that 
stocks of newsprint paper on hand 
at the end of May were sufficient 
for 32 days, an increase of two 
days’ supply over the end of April, 
but 11 days less than at the end 
of May, 1945. 


Inventory regulations promul- 
gated by the Civilian Production 
Administration permit a ceiling of 
30 days in some states and 50 in 
others, and the ANPA figures rep- 
resent an average for the entire 
country. 

Daily newspapers reporting to 
the ANPA consumed 261,484 tons of 
newsprint in May, 1946, compared 
with 205,797 tons in May, 1945, 
and 260,827 tons in May, 1941. 
The newspapers used _ 1,232,477 
tons during the first five months 
of 1946, an increase of 26% over 


the first five months of 1945, and 
0.6% over the comparable period 
in 1941, 


Art Primm Opens Firm 


Art Primm, Pacific war cor- 
respondent and network news- 
caster, has established Radio Pro- 
ductions, Inc., with temporary of- 
fices at 732 Fulton St., Fresno, 
Cal., to specialize in origination 
and production of radio programs. 
The new firm will be associated 
with Hunter Scott Advertising 
Agency, Fresno. 


Adopts Sharing Plan 


Johnston Export Publishing 
Company, New York, publisher of 
American Exporter and American 
Exporter—Industrial, has adopted 
a profit-sharing plan, under which 
employes will share in the dis- 
tribution of profits. 


Reynolds Names Winters 


Dorothea Winters, formerly on 
the copy staff of Campbell-Ewald, 
Detroit, has been appointed adver- 
tising promotional manager of 
Reynolds Pen Company, Chicago. 


Taken at La Guardia Field through courtesy of American Airlines 


A quit consumer magayines 


offering you more than three million people who are America’s Best Customers 
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Vitamin Sales | 
Up 5.4% in 1945: 
Drug Stores Gain 


New York, June 20.— Vitamin 
sales last year totaled $184,423,000, 
or 0.97% over the $182,643,000 fig- 
ures for 1944, a survey to be pub- 
lished Monday by Drug Topics 
shows. 

All of the increase came from a 
7.8% jump in sales through inde- 
pendent drug stores, which last 
year accounted for more than 
three fourths of vitamin sales by 
all druggists. Sales by chain drug 
stores, whose volume dropped 
1.8%, and by independents totaled 
$149,101,000, or 80.9% of the total 
vitamin business. 


Mail Order Sales Drop 


Mail order houses, next largest 
outlet group, sold $11,401,000 of 
vitamins in 1945, or 6.2% of the 
total. This was an 11.6% drop 
from 1944, when their $12,898,000 
in sales represented 7.1% of the 
business, 

Department stores, selling $9,- 
174,000 in ’45, had 5% of the total. 
This decrease in sales brought the 
department stores’ share of the 
business down 11.7% from the 
previous year. 

Industrial sales dropped great- 
est, falling from $11,018,000 in °44 
to $8,735,000 last year, when the 
industrial users had 4.7% of the 
total volume. Principal cause of 
the 20.7% decrease was elimina- 
tion of cost-plus war contracts, 
which had permitted plants to pro- 
vide vitamins to employes and re- 
flect the cost in prices charged to 
the government, says Drug Topics. 


Future Outlook Favorable 


Grocers and supermarkets sold 
$3,031,000 of vitamins last year, 
getting 1.6% of the total. In 1944 


| they sold $3,455,v00, or 1.9%. Vari- 


ety stores, the study shows, sold 
$1,825,000 last year, which was 1% 
of the total and 15.2% less than 


'their $2,151,000 figure of 1944. 


General stores and miscellaneous 
outlets accounted for $1,156,000 or 
0.6% of all vitamin sales, approxi- 
mately the same as in 1944. 

The study shows that over the 
past four years druggists’ vitamin 
sales have increased 47.04%, 
against an average gain of only 
2.1% by all other outlets. Drug 
Topics predicts a very favorable 
outlook for vitamin sales this year. 
It reports that vitamin sales have 
increased because of a better sup- 
ply situation. 


Leading Agencies 
Rely On Faithorn 
3-in-1 Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of oper- 
ation. Ad-setting, Engraving 
ond Printing... all under 
ONE roof. Phone or write to 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 
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Reflect the Quality of Your Product or Service...Use 


rUl! CO1LUn 


Sattegey’y 


by SMECHAR-WRAGNG 


T" high quality of your product or 
service is a priceless ingredient 
which should be reflected in your 
folders, booklets, broadsides, displays 
and posters. Endow this advertising 
material with the prestige and dis- 
tinction which FULL Color alone 
can give .. . FULL Color naturally 
and beautifully reproduced by the 
highest quality lithography. 
Stecher-Traung is ideally equipped 
and experienced to help you, as it has 
done for many of America’s biggest 
and best known business firms. For 
over 75 years Stecher-Traung has been 
a leader in bringing natural color re- 
production to its present high state of 
excellence. The illustration on the pre- 
ceding page is an example of Stecher- 
Traung’s FULL Color craftsmanship. 


Learn how easy it is to give your mer- 
chandising program a quality ‘‘lift’’ 
through the use of FULL Color. Send 
for the informative book offered be- 
low. In addition to other valuable 
information, it contains full details 
about Stecher-Traung’s exclusive 
FULL Color “‘Gang Run" Method 
which provides fine FULL Color lith- 
ography at mass production economy. 


Gives valuable help on _—_~ 
how to use color easily 

and effectively and how to prepare art work. 
Describes Stecher-Traung’s exclusive FULL 
Color ‘‘Gang Run"’ Method. Write on your 
company letterhead for your free copy. 


STC HAR MRAGING 


LITHOGRAPH CORPORATION 
Rochester 7, N.Y. @ San Francisco 11, Calif. 


Offices in Principal Cities 
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Chicago Co-ops 
Disclose Major 
Expansion Moves 


|reported, were 25% 
the first four months of this year 
as compared with the like 1945 
period, and volume reached a new 
peak on May 4 for a 12-month 
|period, topping the $5,000,000 
mark. 


COMPLETE PLANS FOR 
CO-OP COMMUNITY 


Minneapolis, June 18.—Plans 

Eastern Co-op Okays /have been completed by three 
° Twin City “cooperators” for a 

$1,000,000 Program; $16,000,000 cooperative housing 


Home Center Planned project 10 miles from here which 


higher for. 


will house between 1,500 and 2,000 
families, with construction of the 
first 300 homes to be completed by 
Jan: t. 

The project, to be called “Circle 
Pines” and located on Golden 
Lake, has been initiated by V. S. 
Peterson, director of the Twin 
Cities Council of Consumer Co- 
operatives, contractor Paul Steen- 
berg, and architect Thomas F. 
Ellerbe, who pioneered the de- 
velopment of modern streamlined 
co-op food stores, service stations 
and other facilities. 


A cooperative business center | 
has already been built on the edge 
of the proposed community, and 
is handling groceries and meats, 
petroleum products, feed and a 
tavern. The project will include 
individual homes, with construc- 
tion to cost $4,000, $6,000 and 
$8,000. 


Gray Moves Offices 

Charles M. Gray & Associates, 
Detroit industrial agency, has 
moved to larger quarters at 804 
Francis Palms building. 


17 
Roth Products Formed 


Roth Brothers & Co., Chicago, 
has organized the Roth Products 
Corporation to operate its con- 
centrated foods division. 


“©3033 Retailing Ideas’”’ 


New, Enlarged 1946 Edition 


ONLY BOOK OF ITS KIND—offers widest, 
deepest insight into retailing actualities, not 


theory — advertising, merchandising, selling, 
display, administrative nearly every line. For 
manufacturers, distributors, sellers consumer 
goods Used by colleges, schools, public 


libraries. advertising agencies, newspapers. 
5%4x8, 306 Pgs., 40 Chpt. $3.50 ppaid. 


Pittstown 3, N. J. 


E. LYONS, Publisher, 


Chicago, June 18.—Expansion | 
of cooperative merchandising 
groups took a sharp upward trend | 
last week as consumer groups) 
moved to consolidate and enlarge | 
their buying forces. | 

Chicago Consumers Cooperative, 
Inc., incorporated last year with 
a capitalization of $1,000,000, has | 
registered with the Securities and 
Exchange Commission $350,000 in 
common shares at $20 per share to. 
be distributed by members to. 
consumers and not through usual | 
security markets. 

The move is in anticipation of | 
membership gains of 300 to 500 
members a month, warranting the 
opening of a minimum of six 
stores in the next six months, 
according to Harland H. Allen, 
president. With the exception of 
consumer educational campaigns, | 
the group has postponed any 
major expansion until now. 


Active on North Shore | 


In Waukegan, Ill., considered | 
a part of the Chicago marketing 
area, Cooperative Services, Inc., | 
a joint project of Cooperative | 
Trade of Waukegan and North) 
Chicago Consumers Cooperative, | 
recently opened the first coopera- | 
tive store dealing exclusively in 
sales and servicing of radios and 
electrical appliances. Approxi- 
mately 6,000 consumers are mem- 
bers of the store. Sales are open 
to the public, however, and vol- 
ume annually is expected to reach 
$100,000. 

Organization and incorporation 
of Cooperative Enterprises, a real 
estate and financing group, is ex- 
pected soon. While its directors 
will be the same as those of Chi- 
cago Consumers Cooperative, they 
will have no corporate connection, 
Mr. Allen declared. 

Chicago Consumers Cooperative 
is backed currently by a group of 
about 40 business men who, Mr. 
Allen said, are interested in boost- 
ing purchasing power. The local 
group will operate on a plan 
whereby each member has one 
vote despite the extent of his 
stock holdings. 


CO-OP APPROVES 
EXPANSION PLAN 


New York, June 18.—Represen- 
tatives of 50,000 consumer owners 
of 200 retail cooperatives, at the 
annual meeting here recently of 
Eastern Cooperative Wholesale, 
approved a five-point $1,000,000 
expansion program into new lines 
of activities and the formation of 
a new organization to be known 
as Eastern Cooperatives, Inc. 

The new organization will in- | 
clude present members of Eastern | 
Cooperative Wholesale, business | 
organization, and Eastern Coopera- 
tive League, educational organiza- | 
tion of consumer cooperatives in| 
11 eastern states. 

T. G. Castner, the wholesale’s 

' operations manager, said the ex- 
pansion program calls for a full 
line of electrical appliances, ex- 
pansion of household and auto- 
motive supplies, promotion of fur- | 
ther use of perishable goods in 
stores within a 50-mile radius of 
warehouses, expansion of the 
lines of non-perishable groceries, 
and expansion of warehouse facili- | 
ties, including the building of a 
new warehouse on property al- 
ready purchased in Philadelphia. 

Purchases of member coopera- 
tives through the wholesale, he | 


F EEDING on the 
of shade trees brings \ 
caterpillar. In no time at all he’s a full- ~ 

grown gypsy moth—at the expense of the 
tree he’s fed upon. How to control and 
get rid of this pest is one of the services 
HOLLAND’s Magazine renders to its read- 
ers. In each issue are pages of gardening 
information, pointed specifically to the 
needs of every section of the South... it 
is the ome magazine that times its infor- 


yider new foliage 
Gut the gypsy in 


mation to the South’s own planting and 
growing seasons. And because Southerners 
cherish their beautiful yards and gardens, 
HOLLAND’s gardening pages are especially 
popular. That is why, when you want to 
reach the South, your ad in HOLLAND’Ss 
will get intense reader interest. For com- 
plete coverage of the 15 Southern states 
—the nation’s most rapidly developing 
and fastest growing market—use HOL- 
LAND’S, the Magazine of the South. 
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DALLAS, TEXAS 


CONSTRUCTION | 


FEBRUARY, 1946* 
Significant of the 


contracts awarde 


Southland. It mea 


now and reaches 


Russ 


TOTALS $130,049,000 FOR 


concentrated in the South is the heavy 
construction now under way. February 
alone saw $130,049,000 construction 


more than one-half residential, and 
heavy engineering awards are boost- 
ing Southern construction to a high 
level. Industrial construction, highway, 
public buildings and dam projects are 
among the many jobs under way. This 
means more business, more jobs and 
more money for the already wealthy 


the advertiser who reaches the South 


for complete coverage. 
*Manvfacturers Record, April, 1946 


Branch Offices: 52 Vanderbilt Ave, 
New York © 75 Eost Wacker Drive, 
Chicago * 205 Globe-Democrat 
Building, St. Lovis * 
Drive, N.E., Atlanta. West Coast Rep 
resentotives 


N THE SOUTH 


tremendous activity 


d. Private building, 


ns a fertile field for 


it with HOLLAND'S 


1895 Monroe 


Simpson-Reilly, ltd, 
Bidg., San Francisco Calif. * 


Garfield Bidg., Los Angeles, Colrf. 
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Factory Begins 
Dealer Delivery 
on ‘47 Studebaker 


South Bend, Ind., June 18.— 
Studebaker dealers throughout the 
country this week will begin re- 
ceiving postwar designed, ’°47 
Studebakers, K. B. Elliott, vice- 
president in charge of sales, Stude- 
baker Corporation, has announced, 

No new cars will be delivered 
at retail during the period of 
public display. With the public 
introduction of the new models, 
Studebaker is opening a major 
national advertising campaign in 
magazines, newspapers and radio 
(AA, April 29). 

Although production began more 
than a month ago, the factory, 


(hindered by rail embargo and 
|/coal shortages, has been unable 
/until now to provide all dealers 
' with sample cars. Mr. Elliott said 
|it would be “many months before 
a prospective purchaser will be 
able to walk into a dealer’s show 
room and obtain immediate de- 
livery on the model he selects.” 


Findley Advances Fedler 


Harvey A. Fedler, who joined 
F. G. Findley Company, Milwau- 
kee, after his release from the 
Army, has been named advertising 
manager. 


White Named V.P. 


Robert E. White, executive serv- 
ice manager of Henri, Hurst & 
McDonald, Chicago, has been 
named vice-president. 


GIBBONS KNO 


ADVERTISING 


TORONTO, MONTREAL, WINNIPEG, 


J.J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 


WS CANADA 


MERCHANDISING 


REGINA, CALGARY, EDMONTON, VANCOUVER 


‘Blankets’ Radio: 


Plan Expansion 


St. Louis, June 18.—A “radio 
saturation” campaign has been 
launched in seven midwestern 
states by David G. Evans Coffee 
Company, former Mississippi Val- 
ley distributor now preparing to 
go into the national sales field. 

Running test sales programs in 
a dozen cities on the Old Judge 
coffee brand, the Evans company 
feels it can compete efficiently 
with established national brands 
as soon as ‘necessary roasting, 
packaging and vacuum equipment 
on order is installed. Gwynne 
Evans, president, recently com- 
|pleted the purchase of an ad- 
| jacent building to expand produc- 
tion of tea, coffee and spices. 
| As a test, Evans last month 
| flooded Little Rock, Ark., with 
|ten-cent redemption coupons, 
| backed up with radio shows and 


Old Judge Coffee | 


Advertising Age, June 24, 1946 


ADVERTISING AS SOCIAL FORCE—Helen Hall, left, director of Henry 

Street Settlement, New York, Dr. E. Franklin Frazier, Howard University, and 

Clarence Francis, chairman of General Foods Corp., discuss forthcoming pro- 

jects of the Advertising Council at New York meeting. All are members of 
the council's recently formed public advisory committee. 


daily newspaper advertising. The 
response was excellent, every tin 
of Old Judge selling out, and the 
test will be used as a basis for 
later national campaigning. 
Contracting with 29 radio sta- 
tions throughout the Midwest for 


MAYOR ‘CHEP’ MORRISON | 


“Originality superior to ‘canned’ articles”... “intensely human 
and readable” . . . “we women will want to keep our back issues” 
... “big league stuff” . . 


Readers Everywhere Hail The 
Times Picayune-New Orleans States 
New Colorgravure Magazine 


The vivid color, pleasing typography, and “home-folks” content of this brilliant 
new Sunday magazine have elicited commendation from a gratifying percentage 
of its quarter-million audience in the deep-South market. 


. “alive” . 


See Story on Page 12 


.. “colorful” ... “great 


297 


| stations. 


a variety of programs, Evans has 
jumped into the top bracket of 
radio sponsors in St. Louis, ac- 
cording to Joe Wick, advertising 
and general sales manager. Radio 
promotion is split up into ten 
varieties of broadcasts, all aimed 
at markets hitherto unacquainted 
with the Old Judge brand. 
Leading the list is the tran- 
scribed “Easy Aces” 15-minute 
broadcast, which is sponsored in 
five states through a network of 18 
Second, a_ persenality 
broadcast, “The First Five Show,” 
is staged on KWL, St. Louis, with 
45 minutes of live entertainment 
spaced between the top five phono- 


|graph records selected by Old 


Judge coffee drinkers. 

Still another radio promotion is 
comic announcer Ed Wilson’s 15- 
minute broadcasts.at 4:30 p.m.— 
daily “homey” broadcasts which 


| wrap up insults to the sponsor and 


kidding of listeners. The company 
also is using many spot announce- 
ments with varied coffee commer- 
cials, inserted at all hours of the 
day by a dozen stations through- 
out the Midwest. Newscasts are 
used for the most part. 

To appeal to men, the company 
has developed “Warm Up Time’— 
a 15-minute sports broadcast be- 
fore all baseball games at Sports- 
man’s Park. 


Geoghegan to Pepsi-Cola 


William C. Geoghegan Jr., for- 
merly vice-president of Lennen & 
Mitchell, New York, has been ap- 
pointed to the newly created post 
of assistant sales manager of 
Pepsi-Cola Company, Long Island 
City. He will act as aide to the 
executive vice-president, Bryan 
Houston, 


Print it in 
the West 

\ FOR WESTERN 
DISTRIBUTION 


Los Angeles 


> 


Flying us the copy, layouts, mats 
or plates saves time and money 
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These are typical comments that followed the first colorful issue. To the com- 
prehensive circulation of the Sunday Times Picayune-New Orleans States,— 
that blankets every buying level,—has now been added proved reader interest 
... an unbeatable combination to multiply the effectiveness of your advertising. 
Local and national advertisers have been quick to recognize the selling power 
of this new medium that offers full color, spot color, duotone and monotone. 
Write direct or to our representative for low cost and full details. 


when you have anything to print i 
on newsprint . . . black, color or 
process colors . . . fast, modern I 
rotary presses. Our capacity is i 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


Representative 


JANN & KELLEY, INC. 


NEW YORK = CHICAGO e DETROIT * ATLANTA a“ SAN FRANCISCO 


Total Sunday Circulation 253,584 Sunday Suburban 36,500 
Sunday City 148,898 Daily Times-Picayune AM 154,389 


Daily States PM 87,179 
Circulation Figures . . . ABC Publishers Statement, 3 Months ending March 31, 1946 


QUARTER MILLION CIRCULATION 


OVER A 
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FOR SMALL TOWNERS! 


Yes, sir! That’s when they'll see 
another important transition in 
GRIT, Small Town America’s Greatest 
Family Weekly...a change attuned 

to the times, and to modern, 
postwar thinking... a change that 
will make GRIT 


| Wore than eve? Small Town America’s 


Greatest FAMILY WEEKLY 
with more than 550,000 circulation 


GRIT PUBLISHING CO., WILLIAMSPORT 3,PA. 
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Vets Will Get 
1,000 Hotpoint 
Kitchen Units 


Chicago, June 18.— Despite a 
general movement in the field 
toward “single appliance” selling, 
Edison General Electric (Hot- 
point) Appliance Company re- 
vealed last week that it will allo- 
cate its first 1,000 all-electric kitch- 
ens to war veterans by Aug. 15. 

Approximately 50 Hotpoint kit- 
chen ensembles will be allocated 
to the Chicago area, 150 to New 
York and 25 to Los Angeles. Each 
unit consists of an electric stove, 
refrigerator, cabinet sink and five 
wall-and-base cabinets. Under a 
“national pricing plan” permitting 
delivery of all-electric kitchens to 
any part of the country for the 
same cost, retail price delivered 
at homesite is between $475 and 
$500, according to appliances 
chosen. With exception of small 
changes made recently by OPA, 


EASYNEWWAY | 
TO “SET” YOUR OWN 
TYPE HEADINGS 
on ea 


Each transparent plastic sheet of presto- 
type contains the alphabet, numerals 
and punctuation marks of one size and 
type face in a sharp, opaque black or 
white that will reproduce perfectly. 


In preparing your copy you simply score 
around the presto-type character with a 
razor blade, lift it up and place it in 
position directly on your copy. The letter 
will adhere instantly without any rub- 
bing or pressure but still can be lifted 
several times and replaced for correct 
position and desired letter spacing. 


@ presto-type gives you the flexibility of 
costly hand lettering at a fraction of 
the cost. 


@ presto-type is especially useful for 
snapping up typewritten offset copy. 


@ presto-type requires no skill or expe- 
rience—anyone can ‘‘set’’ presto-type 
headings in a jiffy. 


ONLY 75¢ per sheet 


A large selection of beautiful type faces 
available to suit your every need. Write 
today for descriptive 
folder and type chart to 


Arruvre Brown « sro., inc. 
67 West 44th St., New York 18, N.Y. 


Hotpoint says its appliances will 
sell at 1942 prices. 


Named ‘Here Today’ 


The program, termed “Here To- 
day,” allows one Hotpoint kitchen 
ensemble to a builder for each 
home development project. In all 
| cases, the builder must show that 
| a veteran actually will occupy the 
|house. Hotpoint will plan “Here 
|/Today” kitchens for builders at 
|$3 per plan, and builders must 
/agree to identify each Hotpoint 
home and kitchen with signs, also 


‘open the house to local inspection 
for 30 days after completion. 
Ample promotional aids are pro- 
vided by the company, including 
outdoor signs and kitchen cards, 
kitchen layout service, newspaper 
mats and a specially designed 
general service portfolio with 
specification sheets and _ installa- 
tion instructions. In addition, a 
home building booklet explains 
company has provided a plan and 
the electric appliances to equip a 
“pilot run” Quonset hut installa- 
tion at an eastern college, in- 


tended to “set a pattern for mod- 
ern living in otherwise unfavor- 
able surroundings of war houses.” 


‘Seventeen’ Ups Rates 
Seventeen will increase its 
black-and-white page rate to $2,- 
250 and the four-color page rate 
to $3,500, based on a circulation of 
750,000. Current black-and-white 
page rate is $1,800 and four-color 
is $2,800, based on a 600,000 circu- 
lation guarantee. The black-and- 
white page rate for the Screen 
Guide-Seventeen combination will 
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be increased to $2,800 and the 
four-color page rate to $4,200, 
based on a circulation guarantee 
of 1,250,000. Present rates, based 
on a 1,100,000 guarantee, are $2,- 
475 and $3,700 for black-and-white 
and four-color pages, respectively. 
New rates become effective with 
the January, 1947, issue. 


Kopmeyer Joins Four A’s 

M. R. Kopmeyer Company, Inc., 
Louisville, has joined the Ameri- 
can Association of Advertising 
Agencies. 


| 
} 


8 times as many people listen to the dramatic shows on 
Radio Station WWL, New Orleans, as go to all the stage 
productions in New York in a year. 


40 times as many people listen to great music on 
WWL as attend all the performances of any two of the 
nation’s finest Symphony Orchestras annually. 
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Alaska Radio, Inc., 
Is First Company 
Okayed by FCC 


Washington, June 18.—With the 


recent approval of the Federal 
Communications Commission, 
Alaska Radio, Inc., became the 
first privately owned and operated 
communications system to be op- 
erated in the territory. 

Until now Alaska has been 


serviced by the Alaska Communi- 
cation System set up by the Army 
about 40 years ago. This system 
still maintains trunkline facilities 
which are available to the public 
only when military commitments 
permit. 

In addition to the point-to-point 
communication facilities offered 
by the company, it also plans to 


|carry radio programs, opening a 
/new market for radio-sponsored 
| merchandise. 


| license and installation of 14 more 
‘has been authorized. Main office 
/of the company is in Anchorage, 
| Alaska, and an office is maintained 
at 1200 Sixteenth St., N.W., Wash- 
ington, to handle affairs in this 
country. 


Increases Rate 

Effective with the October, 1946, 
issue, Arizona Beverage Journal, 
Phoenix, will increase its basic 
page rate from $120 to $150 to 


| At the present time there are | meet rising production and over- 


‘four stations operating under FCC 


‘head costs. 


Elects Mosher 


Samuel B. Mosher, president and 
general manager of Signal Oil 
Company, has been elected chair- 
man of the board of directors of 
the Flying Tiger Line, Los An- 
geles, air freight line. 


CBS Promotes Stanley 


Howard Stanley, assistant direc- 
tor of promotion for the Colum- 
bia-owned stations, has been ap- 
|pointed director of radio 
| promotion, with headquarters in 


|New York. 


Twice as many people hear the sports broadcasts on 
WWL in just 3 hours as attend all of the nation’s foot- 
ball Bowl Games in a year's time. 


Throughout this area— 


, os” 


New York annually. 


with 3,486,182 people, 576,110 radio homes 


Folks Turn First To — 


NEW ORLEANS 


The Greatest SELLING Power in the South's Greatest City 


50,000 Watts °« 


Clear Channel e 
REPRESENTED NATIONALLY BY THE KATZ AGENCY, 


6 times as many people hear the Sunday Mass on 
Station WWL as attend St. 


Patrick’s Cathedral in 


CBS Affiliate 


INC. 


sales | 


SE 


New Neet Package 
Gets Magazine Debut 


Half pages in two colors each 
/month in Ladies’ Home Journal 
and Life, beginning in August, 
large space in business publica- 
tions, and intensive point-of-sale 
material in drug, syndicate and 
| department stores will be used to 
promote the new pink and white 
candy stripe package for Neet 
deodorant, product of Affiliated 
Products, Inc., subsidiary of 
American Home Products, New 
| York. 

Copy will carol, “Neet Keeps 
You Sweet as an Angel,” and will 
emphasize Neet as a “luxurious 
‘cream deodorant resembling 
whipped cream in texture which 
stops perspiration and perspiration 
/odor instantly, harmlessly and 
effectively and has the additional 
advantage of spreading ‘like a’ 
dream’ and vanishing.” The new 
package will come in 43, 25 and 
10-cent sizes. Young & Rubicam, 
New York, is the agency. 


Assigns Call Letters 

FCC has assigned call letters 
KOAD to the FM station of the 
Omaha World-Herald. 


To sell anything MEN buy... 


* * 


You can lead a man to advertising but 
you can’t make him read it. Some 
men, though, read ads deliberately, as 
a housewife reads a love story. 


Popular Mechanics readers are like 
that. Month after month these alert, 
inquisitive men scour the ads —seek- 
ing and consciously responding to 
useful new facts and ideas. 


Latest readership surveys based on 
current circulation show 3% MILLION 
_ of these men. They need tires, shave 

cream, shoes, hair tonic, shirts—every- 
| thing other men need. Tell them your 
story and they'll listen. 


It pays to put Popular Mechanics 
on your schedule and REACH THE 
P.M. MIND. 


No, the makers of these tires don’t all 
advertise in Popular Mechanics. We think 
they could do so profitably. 34% MILLION 
men buy a lot of tires. 
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A REAL ‘GOOD WILL" BUILDER! 


Thé peacaee ee ae 


PERSONALLY MONOGRAMMED 
MATCHES IN A HANDY CADDY 


And Mailed to Your Customers Each Month—Only 


¢ 


7 . Send in this coupon with 60¢ for a ,7.00 PER YEAR 
ey T RI A L Oo F F * Trial Caddy of these beautifully mon- | 


(PLEASE PRINT) ogrammed matches. | Your Choice 
Matches in Royal 
NAME OR INITIALS | ge oa 
White, Ebony 
paste Block, Canary, 
ADDRESS | ‘Dark Green or 


Assorted, imprint- 


RSONAL CREATIONS - 6404 Pittsburg — Detroit 10, Mich. | 4." °™*" 


Feeder Airlines 


Loom as Future 


Ad Prospects 


CAB Grants Score 
of Test Permits; 
Others on Way 


Washington, June 18.—Aviation | 


is providing another new class of 
advertising prospects in the score 
or more local feeder airlines 
which are now being authorized 
by the Civil Aeronautics Board 
to provide passenger service on 
scheduled flights connecting trunk 
airlines with nearby communities. 

Moving into a previously unex- 
plored field, CAB adopted a pol- 
icy on “feeder lines” a few weeks 
ago which will permit a few of 
the several hundred aspirants to 


|get under way shortly on a trial 
| basis. 

| So far, only half a dozen 
“feeder line” permits have been 
'issued, and these with a warning 
from CAB that there is very little 
|indication whether they have a 
chance to survive. 

“Short haul, local service with 
aircraft of conventional types will 
be, in large measure, an experi- 
mental operation concerning which 
practically no information gained 
from actual experience is avail- 
able,” the board warned. 
| 


Public to Decide Future 

Whether the public will find the 
one or two-engine feeder line 
plane more attractive than various 
forms of surface transportation 
remains to be seen, the board ex- 
plained. 

Since the feeder lines are to 
enjoy a mail subsidy, CAB has 
advised them that “economy of 
operation must be a primary con- 
cern of local-feeder service if the 
cost to the government is to be 
kept within reasonable limits.” 

Probably the most powerful 


Photograph courtesy of 
Paramount Pictures 


Sartorially speaking, Bing Crosby and Bob Hope may be appareled in a manner 
that leaves something to be desired. But, histrionically speaking, they’re dressed 
to kill. A star combination that packs ’em in for Paramount, they keep the 
customers rollicking and the cashiers in the box offices busy. Their “Road” 
pictures, taking them on zany treks to remote places of the world, have been a 
world-wide success — and Road to Utopia, their latest and zaniest, is no exception. 


Star combination on the road to an advertiser’s and merchandiser’s Utopia 
in the Philadelphia market is “The Record — and One Other.” And the reason 
for the combination is basic. Philadelphia liberals buy, believe in and support 


The Record. Philadelphia traditionalists read either, or both, of the dailies that 
reflect their habit of thinking. Liberal and traditional segments together constitute 
a five billion dollar market, third largest in America — and there’s nothing zany 


about getting on the road to that! 


PHILADELPHIA RECORD 


QUARTER MILLION DAILY - HALF MILLION SUNDAY 


Represented Nationally by George A. McDevitt Co.—New York, Chicago, Philadelphia. Detroit, Cleveland 
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regulatory agency in government, 
CAB not only has sole say about 
the issuance of licenses, but it 
also determines the mail subsidy 
rate which is life or death to 
struggling airlines. 

Established on an experimental 
basis, the feeder lines will have 
to report back in three years for 
continued permission to operate. 
Moreover, CAB will receive con- 
tinuous financial reports which 
will show whether the applicants 
are exercising “economy of opera- 
tion.” 


Threatened Drastic Action 


What CAB will expect in this 
respect remains to be seen, but in 
1943 the board threatened to cut 
the mail subsidy of the Chicago & 
Southern Airlines because the line 
had stepped up its advertising ac- 
tivity. , 

While the board does not profess 
to dictate the amount the lines 
can spend for advertising, it holds 
that Chicago & Southern, by in- 
creasing advertising at a time 
when it had only two planes, no 
longer needed the full subsidy rate 
to-survive, 

Presumably the board will have 
to be liberal in considering the 
advertising and promotional ex- 
penses of the new feeder services, 
for the board itself concedes that 
civic pride will not prompt people 
to patronize the short-line serv- 
ices. 

“Tickets will be paid for by in- 
dividuals, each acfing on his own 
judgment whether he can reach 
his destination more conveniently 
by train, bus, private automobile 
or airplane,’ CAB said. 


Adds 88 Cities 


By March 1 of this year, there 
were 67,000 miles of trunk air- 
lines, serving 405 cities. With 
three of ten regional feeder cases 
decided, 7,709 miles have been 
added, and 88 additional cities are 
to have air service. 

Because several hundred ap- 
plications were on hand, and only 
a relatively few can be granted, 
they have been divided into ten 
geographic-economic areas, the 
first decision being for the Rocky 
Mountain states at the end of 
March. 

In the Rocky Mountain case, 
two of 18 applicants were suc- 
cessful: Ray Wilson, Inc., and 
Summit Airways, for routes in 
Colorado, New Mexico, Utah, Mon- 
tana and Wyoming. A week later, 
Thomas E. Gordon, operating as 
Orlando Airlines, was issued a 
three-year permit to operate in 
Florida, 

The third regional case, the 
West Coast case, resulted in three 
additional feeder permits for local 
service in California, Oregon, 
Washington and Idaho. Two of 
the companies, Southwest Airways, 
Beverly Hills, Cal., and West 
Coast Airlines, Seattle, were au- 
thorized to pick up mail in flight 
while carrying passengers. The 
third, Empire Air Lines, Lewis- 
ton, Idaho, is to have only pas- 
senger service. 

CAB will soon issue permits for 
the New England area. Other 
regional cases are north-central 
states, Texas-Oklahoma southeast 
states, Great Lakes states, Missis- 
|sippi Valley, and middle Atlantic 


‘states. 


BONDED SPECIAL 


DELIVERY SERVICE 


We Specialize 
in picking up ard distributing material, 
from an envelope to a carload, to be 
| processed and photographed—by studios 
and agencies. 


CANNONBALL 
| Messenger & Truck Service 
412 N. Wells St., Chicago 
PHONE DEL. 1234 


Messengers @ Cycles @ Cars @ Trucks 


oe 


ea & Be | 
| 
i, 
" _ 7 | { 
2 ng AN ips ni 
g : ~ 
a / > f, 
- f a ry 2; 
_ all ES 4 SS Ton 
- ‘ MONTH'S 
4 
7 ; SUPPLY 
; | , i 
| 
| a 
é ee | 
: 
| 3 
= Ce 
1 
ene | 
| 
- ‘ 
a ena 
i 2 = ati oer a 
a ae NE Bie: PR ig 
Z « » MRE ene PS ee Le ie. , 
‘ ie: OR ig | } 
> Sy _ ‘a EEE ny Ee ky at 
4 : i as ee is | 
ew : ea Reena 5 me INES eg on Ramee pe oe a ca a 
Be a SA ig a ort | a Rae = ae ae ie: Si ~ 4 | 
; : ge a aie at . er ee 3 ee ieee a : Se - Sa 
p pads eo ‘A 5 ae ae i " Dee a “Shik - 
. — 
"7 § ae Pa a a 
; ies vec er poskc. Fis te 4 iz ere" a ee eee Ne gos reas ae Wag Needs: ear - a ax he oe e peel. tie 
oe Sie a es a ie jae te ; SI aes — Ger : , * - ane. oe | 
‘Nb c i Gare uly a 3 ‘ a to E Suge 
: ee ae ee a : ae 
a a ‘ — ‘oe (4 | 
3 es me - Ra Ss “ee: "I 4 — 7. i. ee aoe hi | : 
fi ; _ a Re a eC oo a q 
i ee es - ; a ae, — ~. . i 
e Rr sae 7 s ae . * j fs . : iz ee ‘ - « ™ 
aa Le = x ee ~ ) Coad | — 

P Be Pe > a es sea ; ee # ee Re ee j 
at Ries ‘ es — — 
wee a : —_ A — | 
me >. : & ee pot Ces — Cl (lilac i 

. . Ey = oe and é : ee a oeuis £5 as Baas 
= ee % se : - i ae ’ «Feet Se té«s = { 
cn ee 4 sits ee _ es ; . 4 . a ae SS ij 
ar —* y = eee re ’ Ae Se Cle 
eon pe ee es si : ll 
es oe is a ti i. a ee Ch ' 
ei. gee ‘ ee a a sack + aie i EO - a ae 3 ee ? 

: ee Fe = aoe. Oe — ; : a. . 
oe “4 ja ogee key ih a Be: - «  , 
Pea ‘. i “ ——- <3 SS ae SS ot a. - ‘ " ‘ee | 
ek ee ti Ade ef — Os: t Ed 4 ane 
rane i — , be : es Z iss oe .  e%. ~ i ey “—— F | 
a lags Co 4 . Soe ae A : iii i ee . 
1a i f pO — ’ # el i 
ae * \ = ’ : 

— 2 ra x oe | 
re. a. 
ey 7 
ile | 
es = : 
i on /; 
eas 
t. ae 
pares 
eee 
a 
: 
| | 
ee |S 
ee 
cbleesaauins ee 
com ie 
| : ; ee GA @» 
— a EE ee 
| 
pe fer : 8 he i 4 ey . ‘S.. iv - : a aiid re i e - <<. a a oe - : a re : Oe ge Fi SER ee P pk. 


aos 


Advertising Age, June 24, 1946 


PLYMOUTH—DODGE—DESOTO—PONTIAC—HUDSC 
Sn 


“HIGH DOLLAR" 


0’Meara Says 


“As one of New England's largest and most constant 
used car buyers, we must be paying the ‘High Dollar.” 
Why not drive your car over TODAY for our Sky 
High Valuation” 


WE WILL BUY ANY 
MAKE, MODEL OR YEAR 


From 1922 to 1942's and 1946's 
Regardless of Condition 
TRUCKS - BUSSES - TAXIS - CARS 
TRAILERS - TRACTORS - BOATS 
AIRPLANES - MOTORCYCLES 
AS LONG AS IT ROLLS OR GOES 


WE'LL BUY IT 


17 BUYERS—NO DELAY 
CALL, WRITE OR PHONE 
We Cover New England 


“High Dollar” 


| O’MEARA 


“New England's Largest Ford Dealer” 


= ae TTROMLL POU BSBOe ne CHEVROLET 


store chains as well as a special 
column in house organs which are 
published by the two grocery or- 
ganizations. 

Bernhardt Mosler, president of 
Frankford Grocery Company, par- 
ent of the Unity-Frankford group, 
aided by Ray Zeigler, advertising 
manager of the Frankford com- 
pany, and Ralph Miller, advertis- 
ing chief of the Quaker City Gro- 
cery Company, represented gro- 
cers in the deal with Bill Rambo, 
KYW sales promotion director. 


Fram Filter Copy 
Runs in Almost 
4,000 Papers 


Providence, R. I., June 18.— 
Fram Corporation is telling motor- 
ists about the Filcron filter in a 
campaign running in 1,600 daily 
newspapers, more than 2,300 
county papers, and in Life and 
The Saturday Evening Post. Busi- 
ness publications also are being 
used. 


Fram is using the copy theme 
that the Filcron filter proved by 
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| VanSant, Dugdale & Co., Balti- 
/more, is the agency. 


Army and Navy use during the) 


war is now available to private 
drivers. It keeps oil physically 
and visually clean, the copy boasts, 
by trapping minute fragments of 
abrasive particles as small as 
.000039 of an inch in size. By vir- 
tue of this “micronic filtration,” 
Fram declares, motor wear is re- 
duced to a minimum. 

The campaign is paid for by the 
factory, with dealers paying en- 
tirely for their own tie-in ads. 


Sterling Buys Air Time 
Sterling Drug, Inc., New York, 
for Energine cleaning fluid, Ener- 
gine shoe cleaner and Dr. Lyon’s 
tooth powder, has bought a 15- 
minute Monday, Wednesday and 
Friday participation in “Holly- 
wood Bandstand,” daily three and 
one-half hour music show over 
KFWB, Hollywood. Contract runs 
from June 4 to Nov. 29. Dancer- 
Fitzgerald-Sample is the agency. 
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© | 653 Conn. Bivd., E. H. 8-2171 


3 | OPEN EVENINGS TILL\10 AND SUNDAYS | 
2 “Always Get Our Price Before Selling” 
FORD — CHEVROLET — PLYMOUTH — BUICK — DODG 


ANY KIND, ANY VINTAGE — This | 
used by O'Meara | 
Motors, East Hartford car dealer, in- 


newspaper ad 


dicates the used car situation in that 
New England locality. 


Grocers’ Groups | 


Make Reciprocal 
Deal with KYW 


Philadelphia, June 19.—Unity- 
Frankford and Quaker Stores, two 
of the largest groups of individ- 
ually owned retail grocery stores 
in the world, with a total of about 
3,000 outlets in the Greater Phila- | 
delphia area, last week wrapped | 
up a major reciprocal working) 
agreement with KYW, the West- 
inghouse station here. | 

Beginning Monday, the _ stores 
became participants in KYW’s 30- 
minute daily variety show, “Lunch 
Time with a Punch Line,” combin- 
ing institutional advertising with | 
direct mention of products sold} 
exclusively in  Unity-Frankford 
and Quaker stores. 


Gets Plug in Direct Mail 
KYW, in turn, will receive | 
prominent play in 200,000 circu- | 
lars distributed weekly by the two. 


| 
| 


GETTING 


A | 
CHANCE (Ky .)? | 


ting 
this 


sre all pink = 


state, you ae 


Chance (Ky-)- 


leaves Chance -* 


Chance, 
success a 
Now? 


ous? fend Repr esentatives | 


| 


ON GUARD 


I Mrs. Finnan Haddie pullmans to Miami or 
Mrs. George King throws a pinochle party, 
who cares? 


Well, a lot of people care. They care enough 
so that society pages in newspapers are as essen- 
tial as the weather report. 


Society reporting is a tough assignment. It’s 
an all-hours, anywhere job. No matter how bored 
she may be, or how late the hour, the society 
reporter has to be there, know who is there, 
what they wear, what they will say, and what 
it’s all about. And besides she is eternally be- 
sieged by all and sundry who “want their names 
in the paper’. 


At The Free Press, Marguerite Riley directs 
the activities of a staff of reporters who cover 


*MARGUERITE RILEY 
Society Editor 


the ‘‘400” and those on the way up to the “400”. 
She also writes a newsy, chummy column of 
society’s goings-on, ‘Letter to Lucy”. Miss Riley 
therefore has become a sort of ‘Social Baedeker”’ 
and “‘reference library” of the commonplaces and 
the oddities of what happens in Detroit's social 
life. Detroit being one of America’s busiest cities, 
both socially as well as industrially, makes Miss 
Riley’s job as lively as that of a production man 
on an assembly line. 


The fact that the women’s pages of The Free 
Press developed over 300,000 inquiries of all 
sorts during 1945 proves how well Miss Riley 
and the other members of the women’s depart- 
ment do their work. More and significant reasons 
why this newspaper is best-read, best-liked, most- 
wanted in the Detroit marketing area. 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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Goody’s to Ferguson /at 7th and Pennsylvania. never approach the network of | 
Go se Mp gie conte ees tse | Under President Truman’s pro-|640 industries organized under | 
a M , posal, the commission drops its) NRA. 


N. C., has appointed Courtland D. 
Ferguson, Inc., Richmond, to 
handle Goody’s headache powder 
advertising. A transcribed radio 
spot campaign has been launched 
in North Carolina and daily news- 


Emerging as Belle 
of Capital Ball 


““hunt- and-peck” attack on unfair) ‘Additional money and men will 
trade practices in favor of in-|not mean ‘more of the same,’” 
| dustry-wide investigations, leading |\Commissioner Mason 
to “codes” wiping out “bad habits”| “Our 110 investigators will be 
|with a minimum of cost and liti-| pulled off hunt-and-peck cases. 


paper advertising has been sched- | gation. | With 90 new ones, we will have a 
uled in South Carolina. Business Commissioner Lowell Mason, | staff equipped to do a fast, thor- 
papers and point-of-purchase ma- ° e . [who is the White House surgeon! ough job on industries where bad 
terial also will be used. Reorganization Will in charge of FTC’s rehabilitation, | business habits are common.” 


Enlarge and Extend 


Its Functions 


‘told ApvERTISING AGE that his ul- Lists of the more common “bad 
timate goal is to get FTC out of| habits” will be provided by com- 
the role of a policeman into the! mission economists, and by staff 
‘role of the business man’s helper. personnel assigned to read thou- 


promises. | 


Washington, June 19.—The old) 
maid heart of the traditionally | No New NRA 
reserved FTC tingles with antici-| “Let the Department of Justice 
pation these days in the midst of take care of the criminals,’ Com- 
facial surgery which may trans-|missioner Mason says. “Our job 
_ | form her from a wall flower into | should be to help business elimi- 
'a belle of the Capital’s ball. | nate chiselers, without hounding 
By-passed during the Roosevelt | ‘the decent business man who 
years, FTC flutters at the news of | wants to do the right thing.” 
¢ | a Presidential reorganization plan, The large scale use of industry- 


funds (AA, May 27), and a full NRA, Commissioner Mason says. 
~. date book with industry groups|An expansion of the trade prac- 
‘which herefofore seldom stopped | tice codes used for 25 years, it will 


|'which calls for a 50% increase in| wide codes does not imply a new | 


‘sands of periodicals and radio 
| scripts. 

When one of these “bad habits” 
appears frequently in a particular 
industry, the industry-wide study 
would be made, and the industry 
would be “‘invited’’ to adopt a code 
outlawing the objectionable prac- 
tices. 

Once such a code, written in 
trade terms, has been adopted, 
FTC would be responsible for 
prompt prosecution of all mem- 
bers of the industry violating the 


Idea-planned editorial content—that’s what makes Household 
click with 1,900,000 active women and their families. Always 
an outstanding magazine for small cities and towns— 
Household, with its 150 compelling ideas per issue—is now a 


record-breaker for reader results ... results that keep cash regis- 


ters jingling and advertisers happy. 


No wonder one advertiser got 62,000 coupon replies from a 
single back cover ad in Household. And scores of others have 
had similar spectacular results. That's why wide-awake adver- 
tisers — aware that 35% of the national income is in small cities 
and towns—are getting more and more Household minded. 


fll 4 


HOUSEHOLD . wscusme 


CAPPER PUBLICATIONS, 


ACTION 


Mezamdlled FOR SMALL CITIES AND TOWNS 


Inc. 
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agreement. 

| With 341 additional employes, 
and with $857,000 in extra money, 
Commissioner Mason says - FTC 
will be in a position to swoop 
down on all of the chiselers in 
any one industry on the same day 
and at the same hour. 

“Having made an industry-wide 
investigation, and having issued a 
code outlawing the bad practices, 
we will move swiftly and thor- 
oughly against recalcitrants. If 
there are ten, we will hit all ten— 
not eight or six.” 

Reorganization of the commis- 
sion structure and policy has 
moved ahead considerably, but at- 
tention obviously is focused on the 
House appropriations committee 
which went into evening sessions 
on the reorganization plan. 

While the testimony is still 
“confidential,’ FTC went to the 
unusual length at the first hear- 
ing of bringing department heads 
and other ranking personnel to set 
in on the discussions, 


Reforms Inaugurated 


The commission has already 
made a number of structural re- 
forms, including simplification of 
machinery for settlement of cases 
by stipulation. Under this change, 
it is now possible to stipulate in- 
dividual charges without stipu- 
lating an entire complaint. 

A second important change in 
FTC policy was noted a few weeks 
ago when the commissioners 
| agreed to write and sign opinions. 

The third major reform will be 
released before July 1, when FTC 
revises its trial procedures to 
eliminate the charge that the com- 
mission is “prosecutor, judge and 
jury.” 

The commission has already be- 
gun expansion of its trade prac- 
tices work, calling in industries 
on its own motion to consider and 
write trade practices rules. In the 
past rules have been written only 
on request of an industry group, 
but FTC broke precedent by sum- 
moning the waterproofing indus- 
try to a meeting two weeks ago. 


‘Neale Opens Agency 

Ed Neale, formerly with Mayers 
Company, Los Angeles, has opened 
‘his own agency at 307 S. Hill St., 
'Los Angeles. The agency handles 
| the Food Machinery Corporation, 
'Kennel dog food and Precision 
Specialties accounts. 


Begins Nylon Dip Drive 

Laurentian Agencies, Montreal, 
through McKim Advertising, is 
advertising its new Nylon Dip in 
Canadian daily newspapers. Copy 
stresses that no rinsing is required 
with the use of this new prepara- 
tion. 


Forms Toronto Agency 


A new advertising agency has 
been formed in Toronto by Albert 
Jarvis, manager of Ferres Adver- 
tising Service, Toronto. The new 
company will be known as Albert 
Jarvis Ltd., with offices at 73 
Adelaide St. West. 


FCC Grants FM Permits 


Authorization for the operation 
of FM stations has been granted 
by the FCC to the Patriot Com- 
pany, Harrisburg, Pa., Easton Pub- 
lishing Company, Easton, Pa., and 
Gable Broadcasting Company, Al- 
| toona, Pa. 


| Getter FARMING 
METHODS 


WATT Publishing Co., MOUNT MORRIS, ILL. 
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“Work for smart people...you get no 


a 


appreciation from the other kind...” 


Some smart apple first made the above crack 


Go... before there were vocational 


councilors, management engineers, or business 


a long time a 


kibitzers. Time has not staled nor experience 
P 

exaggerated the sagacity of the sentiment... both 

for spot judgment and as a souvenir to stick in 


your skullpiece for keeps. 


That’s the only kind we work for... 


People who aren't smart don’t recognize the 
smart ideas that make better displays ... Better 
displays deliver more results, and draw smart 
customers... More smart customers result in 
more and better displays... It’s a pleasant cycle 
which gets more business for our customers, 


and also more customers for us. 


EINSON-FREEMAN CO..INC. 


Selective Lithographers 
Starr & Borden Aves., Long Island City, New York 
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Peterson to Edit 
‘Printers’ Ink’ 

Eldridge Peterson, for about 20 
years a member of the editorial 
staff, has been appointed editor 
of Printers’ Ink, New York. He 
succeeds Robert W. Palmer, who is 
retiring after 40 years with PI. 

Frank LaClave is being ad- 
vanced from news editor to man- 


|aging editor, assuming the duties 


of Mr. Peterson, who has been 
executive editor. 


Two to Join Don Lee Net 


Station KATO, Reno, Nev., will 
join the Mutual-Don Lee Broad- 
casting System July 1, and Sta- 
tion KHON, Honolulu, will join 
the network July 4. 


Hear the Marcu oF TiME 
over the CBS Network 
June 25 
at ‘‘Inner Sanctum’’ time 
9:00 P.M. EDT 
LIPTON TEA presents 


“HUNGER 


ORLD FAMINE threatens 
American security, your 


home, your kind of Democracy 
all around the world. Your gov- 
ernment cannot stop hunger’s 
march against Democracy with- 
out your help. Hear why you must 
act—hear how you can act. 


MARCHES ON” 


a dramatic documentary program based on reports from the world-wide staff 


of TimE—specially written and produced by 


THE MARCH OF TIME 


GMA Forecasters 


See 2 More Months 
of Food Shorfage 


Warn of Same Crisis 
Next Year Unless 
Industry Plans Now 


Shawnee-on-Delaware, Pa., June 
19.—Food_ shortages, particularly 
of grocery products whose prin- 
cipal ingredient is wheat, will 
continue for another 30 to 60 days, 
members of the Grocery Manu- 
facturers of America were told 
yesterday at their mid-year meet- 
ing. 

At the same time, GMA mem- 
bers participating in the discus- 
sion warned that the industry 
cannot sit back with the attitude 
that everything will be all right 


but must watch the administra- 
tion of the famine relief program 
lest the same crisis occur again 
next spring. J. Sidney Johnson, 
manager of National Biscuit Com- 
pany’s merchandising division; 
Edwin J. Fitzpatrick, chairman, 
Chef Boy-Ar-Dee Quality Foods 
Company, and Walter Straub, 
Lake Shore Honey Company, now 
special assistant to the Secretary 
of Agriculture on the famine re- 
lief program, took part in the dis- 
cussion. 

The speakers blamed the gov- 
ernment’s last-minute rush _ to 
meet food commitments for the 
current shortages, which, they 
said, could have been reduced by 
proper advance planning. Mr. 
Straub, however, said that famine 
relief requirements had increased 
suddenly because of drought in 
many countries. 


Willis Urges Action 


Earlier, Paul S. Willis, GMA 
president, urged the manufactur- 
ers to keep the American people 
sold on the value of good food so 


@ Swinging Hammocks 
@ Tents for the Youngsters 


$1.98 for 
tainer 


RAYON PARACHUTES 


STRONG AND STURDY @ NEW AND DIFFERENT 


Brand new white rayon fragmentation bomb parachutes, com- 
plete with reinforced shroud lines, and packed in metal cylin- 
der 15 inches long, 4 inches in diameter! 
over 7 feet in diameter 22 feet around the outer edges! Strong 
enough to support your weight as.a hammock, small enough 
to carry under your arm! Use them for: 


Idea) for , youngsters—they'll find eonens of of tg 's to use them! Only 
"e 


*Chute measures 


@ Auto Coverings 
@ Beach Umbrellas 


or order C.0.D. Ri 
very Getistection guaran 


HUGH CLAY PAULK, 49 Falmouth 8t., 
Boston 15, Mass- 


Send check or money order (add 30c f fi—-Fy- and handling), 
ush your Baa them while they last! Immediate 


ines and metal con- 


Hugh Clay Paulk of Boston placed a one-time 
six inch insertion in about 100 newspapers recently 


— including the Worcester 


advertising Parachutes to be used as Swinging 
Hammocks, Auto Coverings, Tents for Youngsters 
and Beach Umbrellas. An unsolicited note from 


And The 


Pull Was JERRIFIC 


less than in any other, and | have used nearly 


a hundred.” 


Telegram-Gazette — 


The Telegram-Gazette gets action in Central 


and most productive markets. 


Massachusetts . . . one of the nation’s wealthiest 


(* Our Congratulations to the New York Herald Tribune!) 


the advertiser reveals the tremendous pulling 


power of the Telegram-Gazette. Mr. Paulk writes: 
“Outside of the New York Herald Tribune*, the 


cost of selling each parachute in your papers was 


He Tone eenemneeneee 


sian -raitnviny MASSACHUSETTS ~ 


GEORGE F BooTn Publisher- 
ana ASSOCIATES, NATIONAL REPRE 


OWNERS of RADIO STATION WTAG 
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that grocery products will con- 
tinue to get a proper proportion 
of the consumer dollar when other 
products are again on the mar- 
ket. He pointed out that the dol- 
lar volume of the grocery business 
has doubled since 1939, from $10 
billion to $20 billion. 

Members were given an ad- 
vance preview of GMA’s market 
basket quiz which is expected to 
be released soon, and were told 
that the survey showed an over- 
whelming preference for descrip- 
tive labeling. 

“It is encouraging to see,’”’ the 
report said, “that the labels about 
which they are enthusiastic rate 
as good descriptive labels accord- 
ing to the standards set by GMA. 
They want legible type, large 
enough to read without glasses. 
They ask that descriptive material 
be brief, clearly stated, and well 
organized. Good pictures are men- 
tioned often, color photographs of 
the product getting the most 
votes. 

“Recipes are much desired, but 
not so many that the label is 
crowded. Words like ‘exclusive 
process,’ ‘certified,’ or ‘selected 
quality’ meet with marked dis- 
favor.” 


Private vs. Advertised Brands 


The “battle of brands’ came in 
for discussion, with Walter R. 
Barry, vice-president of General 
Mills, discussing advertised brands 
and William F. Redfield, president 
of Hills Brothers Company, pri- 
vate brands. Mr. Redfield warned 
the manufacturers to “be sure at 
all times that your brand offers 
the consumer a comparable value 
with the private brands, all things 
considered. Watch your quality, 
your price, your package, your 
labeling, your type of container, 
your size and your service.” 

Mr. Barry, too, stressed that 
“make it better in terms of con- 
sumer satisfaction” should be the 
keynote of every manufacturer 
with an advertised brand. He said 
that money spent for advertising 
must not be on a hit-or-miss basis, 
but must be keyed to product im- 
provement and integrated with 
merchandising based on intelligent 
use of advertised brands and in- 
formative and identifying labels 
on the product itself. 

He pointed out that the inter- 
ests of the manufacturer and dis- 
tributor are closely inter-depend- 
ent because mass production re- 
sults in lower cost to the con- 
sumer, and that the continued use 
of advertised brands is an essen- 
tial element in the cycle. 


Women’s Adclub Elects 
Norrie Passino, art director of 

Famous-Barr Company, has been 

reelected president of the Women’s 


Advertising Club of St. Louis. 
Other officers named include: 
Vice-president, Luella Sayman, 


Sayman Products Company; treas- 
urer, Kate Carroll, Union Electric 
Company, and secretary, May 
Kohler, Gardner Advertising 
Company. 


Magazine Boosts Rate 

Through a typographical error, 
ADVERTISING AGE stated in its May 
27 issue that Construction Methods, 
New York, has increased its basic 
page rate from $335 to $475, effec- 
tive with the May, 1946, issue, 
when it should have been from 
$335 to $375. 


———ee 


eae : aa ee On ss Be ae. : ey i ee er: Pie ae - he ee = pall ; ; E i Ra z ; : 
- 2 
; eee Po | 
hes, 
ee Saiaienanailaegiaiiniiiaiens | 
i) 
= 
‘ 
ai 
- a 
: 
| a ( | 
ee | 
SA 
| f 
q ' 
ee 2)! | 
7 ’ 
a ee 
; re ea moe — 3 = _ cea : 
) ! ee 
ae | 
7 s SSS 
_ | 
: | 
- aM 3 3p -% ao ‘adds ee ee ey ee, tier og ee ae Pee: — 
= SS oe ae. ae! a 
; OR ORE Yee Og —— tl 
: ——— | 
; oe ——— tl | 
a — = — , | 
i ne ae Pee “ Bb. te — 
ee a a 
ai ae : . a 
‘ ee i Re.’ es S 
fy ic a i 
pa) "i Reels ys ee 
i ig OS eae 
ze * ———— | 
i Be a ee oe s a ‘ "a . 
oe 2 tees % eae 3 
. , , 
ro —— =. Va Ss ‘9 Ry, 
“ap .. ee a mr, WAY ti mA 
— ee dhl & AK me H 
. — he | | 
j —  - ~ =, 
: a = ~~ a ~~ Ay 
_ vr es Rane ~ ~ SQ 
a ect ech gk Mg a SS | 
y a a : ye . | 
Seisoaae, » SS a 
? ey - : = ees ‘ys ‘ ae is 3 oak, | 
oe rae * ae . = d 4 : bing: me —_ | 
- ie -~ > “nO ~~ 2 
. ae ae age | ee P : ~ | 
e gee 12 7 fe a 
= 
a 
2 
ii | 
Pe 
he . > e 
_ ememmmeneel 7 
———————— } 
| 
1906 fia mn 1946 | 
COA a. B t: ae OG fiz. 
Oe em oe 
Loa : . Be u je Bi 
& My 3 be oe ig Be, ie, 
eae” EON D 
r COCKTAIL BAR 
—_—_oo le Ga: Fae ¥ 
; AhAGH EJ IIUAE AAG LCS 
PAUL BLOC SENTATIVES _ i eae Bi iia, “ig 
‘ 5 ao I GT ’ Zio (PE Fee why nee Ms 
ee tvs ’ y ou) - Lag . ae bie, ot Ee, ‘ ‘ met Ee ' a Z } : ° oS bee F . ie : ently: ag: 3 joe 5 eee er, 1 E es ’ : ar 


t : > THE ATOW 


(Valence) Electront ig g 


ts I ee ee 


— eS a eS Cl 


what makes a magazine 
a Magazine? 


is it acceptance by 
magazine advertisers? 


Here is one good working definition of a magazine: 

“a publication regularly used in all-magazine 

advertising schedules’. 

Last year The New York Times Magazine was included on 
495 magazine lists, in combination with weekly 
magazines, fashion magazines, women’s magazines, 
general magazines and home magazines. This is 
conclusive proof that The New York Times Magazine 


fits in almost any magazine advertising program. 


The New York Times Magazine 
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Refailers Warned 
to Form Policies 
for Stormy Future 


Chicago, June 19.—The rocky 
path of retail selling is likely to 
get even rockier in the near fu- 
ture, more than 400 sales execu- 
tives were warned this week at 
the four-day convention of the 
Controllers’ Congress of the Na- 
tional Retail Dry Goods Associa- 
tion. 

Possibility of a “buyers’ strike” 
in 1946 was held unlikely by Dr. 


Advertising Age, June 24, 1946 f 
Robert C. Shook, director of re-| pointing out that scattered in- | “honeymoon period in the business | tailers facing stormy postwar th 
search, International Statistical|stances of active price resistance | of distributing merchandise at re-| periods, J. J. Thursh, vice-presi- in 
Bureau, Inc., New York, but he|in a few departments, principally | tail,” and urged formation of|dent of Macy’s, New York, ad- dr 
warned retailers that the public| children’s wear, have been re-/policies for highly competitive | vised use of group incentive plans 1g 
is becoming increasingly critical | ported. selling. for both sales and non-sales per- fis 
in its selection. Many consumers, Ww f Price D E. H. Scull, New York economist, | sonnel to offset the decline in man- 1§ 
he said, are delaying their pur- ams ¢  Suege forecast that a serious depression | hour production rates which even- 19 
chases, waiting for reappearance Attending retailers were also| will follow the sixth major war in| tually, he said, could lower living 
of well known brands, rather than | warned that price drops will fol-| which this country has partici-| standards in the U. S. pe 
accepting appliances of unknown | low in the wake of inflated prices. | pated and declared that it would er 
makes. Walter M. Heymann, vice-presi-|be more serious than any pre- Smaller Gains Forecast cr 
There has been increasing re-|dent of the First National Bank| vious period of similar business Reviewing retail operations in Ww 
sistance to poor quality goods in| of Chicago, told the congress that | inactivity. 1945, Kenneth P. Mages, general sa 
soft lines, Dr. Shook declared,|the past five years have been a As a possible alternative for re- | manager of the congress, declared of 


BUFFALO BROADCASTING 
CORPORATION 


RAND BUILOING, BUFFALO, N. ¥. - 
National Representotives: Free & Peters, inc. 


Building Supply News 


Published by Industrial Publications, Inc. 
59 E. Van Buren St., Chicago 5, Ill., Harrison 9462. 


Rates effective January 1, 1934. (Card No. 16.) 
Revised September 1, 1944. 


Agency commission 15% on display advertising to 
approved agencies on invoices paid by 20th of month 
in which advertising appears, provided all prior in- 
voices have been paid; cash discount none. 


General Advertising ; 
All rates subject to change on 60 days’ notice with 
the exception of non-cancellable contracts. 


New Advanced Rates effective Jan. 1, 1947 


1 ti. 3 ti. 6 ti 2 ti. 
1 page ..... 260.00 240.00 225.00 190.00 
1/2 page ..... 155.00 145.00 135.00 es 


1/4 page ..... 95.00 
Minimum space 1/4 page. 


BUILDING SUPPLY NEWS ANNUAL DEALERS’ 
CATALOG-DIRECTORY ISSUE 


Rate card No. 4. 

Published as the January, 1947, issue of Building 
Supply News. 

Space reservation closing date December 1, 
Last copy date December 5, 46. 


1946. 


General Advertising 


A special privilege in Catalog-Directory issue is 
granted to large volume space users in connection 
with the following space rates in that the total 
space ordered may be spread over three consecutive 
January Annual editions to earn the specified rate. 


For instance, the 36 page order could be used as 
24 pages in January 1946 Annual, 6 pages in January 
1947 Annual and 6 pages in January 1948 Annual— 
all earning the 36 page rate of 130.00 per page, 
or use 32 pages in January, 1946, and 2 each in the 
two following Annuals. 


Rates are not retroactive. 


Cancellation of three year contract acceptable only on 
60 days’ written notice prior to December 1. 

NOTE—Space used in January Annual on this 3 
year basis, counts as the equivalent of just one in- 
sertion toward earning a rate on the other eleven 
issues during the year. For example, an advertiser 
using 24 pages in January (as part of 36 pages 
spread over three Annuals) and 11 pages during 
balance of year would pay 190.00 each for the eleven 
pages used February through December. The regular 
space rates apply February through December. 


12 pages, 
18 pages, per page. 
24 pages, per page 
30 pages, per page 
36 pages, per 
48 pages, per pag F 
Additional pages, per page............c.e00. 100.00 


New Advanced Rates effective Jan. 1, 1947 


Special term rates on multiple page catalogs on 
request. 
Covers—Non -cancellable 
No rate holders on cover positions. 
| PPPPrT TT TTTrievr rire UT try Not sold 
1 ti. 3 ti. 6 ti. 12 ti. 
2nd cov. (blk. & red) 355.00 320.00 285.00 265.00 
3rd cov. (bik. & red) 355.00 320.00 285.00 265.00 
4th cov. (blk. & red) 400.00 365.00 325.00 300.00 
Special Positions—Non abl 
No rate holders on center spread positions. r 
Center spread (black) 600.00 565.00 525.00 475.00 
Center spread (black n B: 
ORG BOER. cewssccss 650.00 615.00 575.00 525.00 
Other special positions, extra.............. 20% 
Colors 
a PVONP TTP RET TTT rect eee ere 50.00 
Special colors, per color, one page or less, 


| PEEP TTT Tee er TTT eT TT 100.00 
For each additional page, same color (red or other 
color) used by advertiser in same form, add 10% of 
space rates. 


Inserts 


If furnished by advertiser, space rates apply. 
not to be heavier than 75 Ibs. 


Stock 


Bleed Pages 


Bleed page, extra 10% to rate except on cover posi- 
tion or center spread. 

Bleed plates should be 8-1/8 inches by 11-1/4 inches. 
This allows 1/8 inch trim on three outer edges for 
bleed trim. 

Trim size 8 inches by 11 inches. 


Display Business Cards 


iti Sti. 6ti 12 ti. 
1 to 2-1/2 inches, per inch 15.00 14.00 13.00 12.00 
3 to 5 inehes, per inch... 13.00 12.00 11.00 10.00 
No indexing or listing. An inch is measured verti- 
cally on one column, 2-1/8 inches wide; 3 columns 
to a page; set in 1/2 inch space multiples: 1 inch 


1-1/2 inches, 2-1/2 inches, etc. 
minimum; five inches maximum. 
Reverse plates (white lettering on black back- 
GOO 5 GUROD. oko 6 60060200 os rcescevsantesone 25% 
Illustrations are allowed. Trade-marks may be used. 
No agency commission or cash discount; 30 days net. 


Classified 


Undisplayed Classified .08 word for first insertion; 
each additional insertion, .06 word. Minimum charge 
1.00. Position wanted 35 words or less 1.00; each 
additional word .05. Cash with order. Heading and 
address charged for. No agency commission or cash 
discount. 


One inch space is 


— Presented by INDUSTRIAL PUBLICATIONS, Inc., publishers of 
Serving, respectively, the top bracket builders and building material deal 


The building material dealer is the volume-buyer of the industry. He handles and sells 
ALL types of building materials and building specialties: lumber, brick, cement, masonry 
material, roofing, builder's hardware, paint, home appliances, insulation, etc. 


63% of the dealers do 85% of the total business 


Of the 25,067 establishments listed by the 1939 U. S. Census of Business as lumber and 
building material dealers, 15,913 or 63% accounted for annual sales of $1,253,000,000. 
This was 85% of the total year's business for the entire field. 


Building Supply News reaches top half of the market 


BSN is the only national publication with net paid circulation directed 100% to lumber | 
and building material dealers . . . reaches in excess of 12,000 excellent prospects each 
month . . . with 3 out of every 5 copies going to dealers rated at $25,000 and up. 
Generally accepted is fact that BSN readership constitutes top half of the market. 


Dealers work closely with builders 


Although the building material dealer sells a substantial part of his merchandise to the 
ultimate consumer, he also sells building products and equipment to an average of ten 
big-buying builders (in some cases builders buy from more than one dealer). This 
. dealer-builder team merchandises complete homes and other light-load bearing struc- 
tures, as well as all types of building products, equipment and supplies for the construc- | 
tion, operation, and maintenance of such buildings as are marketed by this important | 
selling combination. 


BSN is read by entire dealer personnel 


12,255 dealers READ and then ROUTE their copies of BUILDING SUPPLY NEWS to 
key employees—management, sales, office and yard—45,343 extra readets. per issue! 


BSN editorial helps the advertiser 


BSN's editorial formula is based on providing the building material dealers with a 
complete MERCHANDISING service—to help the dealer sell more merchandise at 
better profits. Since the first concern of the dealer is with sales, and second with the 
various problems of management and operation, BSN parallels this reader requirement 
in its editorial pages. As a result, BSN attracts that type of dealer for its subscriber 
who is sales-minded. This is the type of dealer who represents the most attractive type _ 
of distribution to the manufacturer of building products. 


BSN is the No. 1 advertising medium 


The cost per 1,000 advertising messages delivered to paid dealer subscribers is lower 
in BSN than in any other paper in the field. And BSN carries more pages of building 
material advertising than any other dealer publication. 

Reason why BSN's advertising lead grows greater every year is the 29 years' experi- 
ence and know-how of helping dealers sell more goods with greater profit. 


2 About the onl thing that the several factors who 
Why are two papers necessary: make up building business have in common is their 
interest in “ye The retailer of building products is interested primarily in the sales and profit possibilities of the 
product. The dealer wants to know the physical properties, the functions and the applications of the product, of course. 
But to enlist his active buying interest as a dealer, he must be sold on the merchandising features of the product, the 
selling helps provided by the manufacturer—in short, all the elements of the manufacturer's selling policy that make for 
fast turnover and substantial profits. Fey 

On the other hand, the interest of the builder in any building product centers around his USE of that product in 
the building job. Consequently, the builder must know the physical properties of the product, where to use it, how to 
anew : to the job, what will it save in installation cost, how will it provide a better building job than competitive 
products. 

You can no more write a piece of advertising copy that will give an effective answer to these divergent interests 
2 peomee, than we could publish a single magazine and edit it to serve the reader interests of these two building 
industry groups. 

In BUILDING SUPPLY NEWS, edited 100% for the building material dealer, you can deliver a sales message that 
will talk about your product 100% in terms of DEALER'S interest in it. j 

And in PRACTICAL BUILDER, edited 100% for the builder, you can direct your message to the builder and in terms | 
of the builder's interest in your product. me : 4 

In PB and in BSN there is no split reader attention—no divided interest in your advertising message. 


DISPLAYED CLASSIFIED RATES— No agency commission or cash discount. Halftones 120 screen. Composition—no charge. 


Bus. M 
Per Insertion Reading Notices Not accepted. Black cuts and heavy borders should be stip- Je. 
lti. 3ti. 6 ti. 12 ti. pled or Ben Dayed. Advertisements in reader 
1” to 2-1/2”, per inch.. 9.00 8.50 8.00 7.50 : : section must be ruled. Cannot use mats or Represent: 
3” to 5”, per inch...... 8.50 8.00 7.50 7.00 Mechanical Requirements stereotypes. All art work and cuts to be fur- 
Width Deptt “> sme Oe mow We 
No indexing or listing. : = - 420 I 
An inch ig measured vertically on one column, 1 page .. 7 a ia oo So Issuanee and Closing Dates Los Ar 
2-1/8 inches wide; three columns to a page. 1/2 page .. 7 4-7/8 3-3/8 10 Published monthly Eight 
Display classified advertisements are set in 1/4 page .. 7 2-3/8 3-3/8 4-7/8 Copy and cuts must reach publishers by the = “ 
iy ee y ser gees gy 1 ~~ oye ee 4th cover .. 7 Mee base aed 10th of the preceding month. If proofs are to wee I 
2 inches, 2-1/2 inches, ete. (One inch min- be submitted; complete plates 15th of preced- c 
imum; 5 inches maximum.) Center ing month 
" J read ..15-1/4 10 iat bates] ‘ Establis 
Extra 25% for reverse plates (white lettering - nm ws Pp \ 3.00. 
on black background). No illustrations ac- Page is 2 columns, each column 3-3/8 inches Personne Total n 


cepted. wide. Ady. Dir. & Vice-Pres.—M. P. Driscoll. 
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Advertising Age, June 24, 1946 


that while sales advanced 11% 
in 1945, gross margins had 
dropped 0.3%. Dollar sales during 
1945 more than doubled the 1939 
figure, while transactions during 
1945 were 33% above those of 
1939. 

Mr. Heymann said that 11 de- 
partment store groups which op- 
erate 123 stores showed an in- 
crease of 86% in 1945 compared 
with 1939. Their 1945 figures, he 
said, showed a total sales volume 
of $1,183,953,000. He warned the 


group that sensational gains in 
total percentages are not likely 
to continue. 

Officers elected by the congress’ 
board of directors include: R. L. 
Combs, Broadway Department 
Store, Inc., Los Angeles, chairman; 
E. M. Brock, Lord’s, Evanston, IIl., 
first vice-chairman; J. J. Thursh, 
Macy’s, New York, second vice- 
chairman, and Walden P. Hobbs, 
Consolidated Dry Goods Com- 
pany, Springfield, Mass., secre- 
tary-treasurer. 
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Hutzler Agency Named 


Springfield Tent & Awning 
Company, Springfield, O., maker 
of auto luggage carriers, has ap- 
pointed Hutzler Advertising 
Agency, Dayton, to handle its ad- 
vertising, using national publica- 
tions and direct mail. 


Home-Ola Names Miller 


M. Glen Miller Advertising, Chi- 
cago, has been appointed to handle 
the advertising of Home-Ola Cor- 
poration, Chicago. 


Fawcett Drops 
Drug Trade Paper 


New York, June 19.—“In view 
of the present unsettled conditions 
in the trade publishing field,” 
Fawcett Publications, Inc., decided 
suddenly on Friday, June 14— 
while No. 13 of Vol. 1, dated June 
17, was on the press—to discon- 
tinue Cosmetic & Drug Preview. 
The June 10th was the last issue 
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to reach readers. 
The paper, written in highly 
personalized Variety style, was 


launched in March, with Harold 
|Hutchins as publisher and Milton 
Malakoff as editor. Reasons for 
its discontinuance were said to be 
difficulty in getting advertising, 
the paper shortage, and high labor 
costs involved in its production. 
Circulation of Cosmetic & Drug 
Preview was not divulged, but was 
said to run into “the thousands.” 
All of it was paid, at $5 a year. 


Subscription balances are being 
refunded. 


ertisers of BUILDING PRODUCTS 


| 
tS of BUILDING SUPPLY NEWS and PRACTICAL BUILDER 


rial dealers — the dominant merchandisers of the building industry 


Burke Promoted 


Charles G. Burke, program head 
of Station WJR, Detroit, has been 
appointed sales manager. 


Practical Builder 


An Industrial Publications, Inc., Publication 


ells T t third: f the build rket 50k Van Bure Be ‘chicags" %  Ricten 9462. 
n PB op wo-rhirds 0 e u er ma Rate card dated February 1, 1944. (Card No, 11.) 
rY build d J — 7 hort pa 4 ie be 
’ The more than 64,000 general contractors, trade contractors, operative builders an approved agencies on invoices paid by 20th of month 
5 other building professionals served by PRACTICAL BUILDER include the most active voices. have been paid; onch Glscount none.” Net 90 
=. two-thirds of approximately 100,000 who accounted for the $4,795,000,000 volume of days. 
= light construction in 1939. (U. S. Dept. of Commerce.) . General Advertising 
and = Conservative estimates indicate that these 64,000 general contractors do approxi- all rates subject to change on @0 days’ notice, with 
00. : mately 85%, of the total business. New Advanced Rates effective Jen. 1. 194T. i 
9/9 (1 page)... 985.06 950.00 915.00 885.00 
How PB readers affect sales 4/9 page  at’”’. 600.00 80:00 25:00 500.00 
‘ 2 ‘ 3/9 (1/3 page).. 465.00 425.00 405.00 380.00 
PB readers are the type of builders who control purchases, who determine specifications, 2/9 page «. 319.00 295.00 275.00 255.00 
ber | who install or apply 90% of the products used to build, remodel, repair, or maintain 1/18 page 1.2... 90.00 83:00 75.00 85.00 
ach residential, farm, commercial, religious, educational, and light-load factory buildings. iene 256. Getter Sasend 
R.0.P. d tract rate for ¢ 
‘ or center spread, but cover and center spread may be 
ot. Scope and activities of PB readers combined to earn rate for either or both; for exam- 
siz’ time beck cover and center spresd fen 
Builders build in 125,000 cities, towns and hamlets throughout the United States. Under ist  eipetoediiy ye entre: aoe ania 
normal conditions approximately 45% of light construction is residential; 55% non- 0 erer ad thm) L Senos Lane 0d 1098.60 1,180.00 
~ a ape PAs Fy building activity, on every building job, the prime responsibility Sind one Po lthe following rates’ include, black 
en is ato e bulider, at publisher’s option: ‘ 
This With so many builders, building in so many communities, advertising is the only effec- 1 time ... 400.00 . 
juc- | tive sales contact between manufacturer and builder. 18 times : 
ruc- 
* * Special Positions 
ant Reasons why advertisers like PB Sahin daadasiend aiieiih " a 
} y ee Al positions” ae oe days’ ‘written’ ‘notice 
t Besides being an excellent vehicle for keeping before the most active two-thirds of the for cancellation. 
builder market, PB provides a page large enough to give ample space for dynamic Colors 
advertising or detailed information on the manufacturer's product. All space units in OMclal red, flats sa spelen Qaweeweu bees 100.00 
| to PB have many lanes of editorial traffic that direct readers’ attention to the advertising. Special colors (other than red or blue print blue) 
. Oe B nous » ° t wo or ver- 
sue! Thus small space users are not crowded into the back of the book. ; ; Gisaee uae tw tate tabial aelee tak ts ee Ge 
Most of the prominent names in the building industry are consistent advertisers in charge Will be split in half, provided the color ad- 
PRACTICAL BUILDER. j 
Bleed Pages 
es “ Bleed ads, extra...... Cb hod ecdocecsedooeeeece 10% 
h a Advertising effectiveness in two ways op Ay 11.578 inches by 16-3/8 inches; trim size 
11-1/2 inches by 16-1/8 inches; 1/8 inch on the 
the PRACTICAL BUILDER meets advertiser's needs first through providing the largest audi- width to be all on one side. 
ent ence of builders available through any publication. ’ Reading Notices 
ber Second, because PRACTICAL BUILDER is edited EXCLUSIVELY for the builder, the Not accepted. 
ype | advertiser gets the definite advantage of being able to direct a SPECIFIC message to Mechanical Requirements 
I . . d k dvertisi t : der to try to make Width Depth Width —Depth 
the builder. There is no need to weaken an advertising story in or y 9/9 pege ..... cig, lias» Salles 
it appeal to several different building industry factors. 6/9 page ..... i re neeree 
3/9 page sees ol O-1/2 4-1/8 3-3/8 is 
! e . 2/9 page ..... 7 - 3-3 0 
Interest-compelling editorial MM ercas dente; suaoee 3-3/8 4-7/8 
— Ts aap ame ene ae 
- , — 4 4th cover ...... 10-1/2 -.. «ete «naaee 
ing PB's editorial formula is predicated on the fact that the primary interest of the builder Frage is 3 columns, each colume 3-3/8 inches wide. 
: lies in building "methods'’ — how to put building products together better, faster, ; : 
_ cheaper. In the execution of that formula, PB makes full use of graphs, blueprints, charts, — = —— Dates 
pictures to provide its builder audience with authentic and complete know-how" on Copy due &th of preceding month if proofs are to he 
building techniques. And in . “eo PB gives the builder more editorial articles than When by “han” ot "heen received by ‘Dies date 
i i i i . yrevious advertiseme ill be repeated, 
who any other publication SSEVING the builder Where definite ‘qertion dates ‘are re for specific 
xd —_ the publisher requires 30 days’ notice of any 
e . change. 
urse. —_ . , . SPECIAL ISSUES ING 
the Without cost or obligation of any kind, let Industrial Publica- Building Market Place Issue, January. CAST 
for tions, Inc.—''Building Industry Headquarters''—furnish other facts , Contractors Catalog and Construction Manual, May | 
+ in e about the building market, the building material dealer and the Persenne! | 
‘ . inter- iv. Dir. & Vice-Pres.—M. P. : 
v to rial builder. Send for free copies of booklets and research data inter A. Be Ss Vere 2 Petite, te | 3 
itive n preting the light-construction market for your products. . a | @ 
epresentatives 
rests ° , New York 17—S. C. Williams, 420 Lexington Ave. 
” bh Hons, me. ff. Murray Hill 3-2793. ; 
— U 0a 4 UShths ho 4 Ul ing fi} usthy Lag ‘Angeles 14 Walker & Minton, 403 W. Bighth 
St., Vandike 9348. 
that San Brancieco 4 — Walker & Minton, 68 Post St., | 
Sutter 6706. | 
>rms 


CIRCULATION 


Established 1936. Single copy .25. 


Total net paid (6 month average)............ 40,893 
Total net paid including bulk............... 63,024 
Advertisers and advertising agencies......... 431 


All other unpaid distribution 


QMPANY 


Total distribution (6 month average) 64,066 


—— TRADE DISTRIBUTION 
charge.) Bus, Mgr. & Vice-Pres.—J. H. Van Deventer, Total net paid including bulk.......... 13,364 East South Central 525 Canada ....... 127 pales et contractors 42,924; building material 
» stip- 7 4 ‘ . rn foreig Aer § dealers 4,487; architects 678; engineers 547; real 
art Jr. DORNER 6.6.606:06 00606 00066406000000% = West North Central 2,884 Foreign . os 19 cstate eperetere, henie, Pk dn comouahes. cadens t\ . 
Advertising agencies ........-+++eeeee 22 Miscellaneous. . 22 and loan associations, insurance companies 3,009; VA 
ats or Representatives Samples to prospective advertisers...... 42 manufacturers of buiding material and equipment, * é 
ye fur- i. ‘ dealers 570; wholesalers of building materials 35: 
h id distribution 292 : 
New York 17—S. C. Williams, W. T. Reither All other unpaid distribution........... an libraries, ete. 518: individuals building, ete. 132: 
. Pe ca a ae, ae é Total distribution (6 months average)...13,852 ,BUSINESS ANALYSIS OF SUBSCRIPTIONS miscellaneous 1,260; awaiting classification 3,199; 
420 Lexington Ave., Murray Hill 3-2793. APO and FPO 173; newsdealers and single copies 160. 
Los Angeles 14—Walker & Minton, 403 W. Total 
paid, based on May, 1946, issue.......... 65,300 
Eighth St., Vandike 9348. TERRITORIAL DISTRIBUTION Retail lumber end building material Gealers 5h istion price, $6.60 for § pears - 
“= San Francisco 4—Walker & Minton, 68 Post . 12,255; manufacturers of equipment and sup- ————— ele ne of } Fema + a BUILDER 
e 8 8 May ‘ 
at pas St., Sutter 5568, Based on total net paid of May issue. .13,456 plies 380; miscellaneous 470; U. S. Army— ge ccaaeneaiive — on ay, 1946, issue. This BUFFALO BROADCASTING 
P ineers 21: members of armed forces New England ....... 4.494 Pacific States...... 6,622 
preced- CULATION—A.B.C. 6-30- (Mail 13,456) taebsiess ; Middle Atlantic ::::11,193 U. 8S. Possessions.. 40 
E Per pene - : > bes - England 462 West South (not classified above) 12; military service— —— Sn os “enraet sanene 64060056056 900 CORPORATION 
stablis ° ngle copy .30; per year New England .... 2 West Sou fast North Central. . 21,371 NY” 6d dsAasecs 46 
3.00 Middle Atlantic .. 1,766 Central 1,353 destination unknown 19. East South Central... 1.356 _ ae Sree 15 RAND BUILDING, BUFFALO, N. Y. 
.00. : } -- 1,766 Central ..... : e + N " 2 : ‘ 
Total net paid excluding bulk (6 mos. South Atlantic ... 944 Mountain States 717 | Unpaid distribution (6 mos. average — not West Rom Coniral.. 8.781 ——- National Representatives: Free & Peters, Inc. 
l. | ee reer Tree eeerererti rr ee 13,364 East North Central 3,798 Pacific States.. 839 analyzed) 488. Mountain States .... 2,001 Total Paid ..... 65,300 : 
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Warns Public Will Hold 


Savings If Prices High 


10% of ‘Spending 
Units’ Have 60% of 
Savings, BAE Finds 


(Chart on Page 67) 

Washington, June 19.—With 
government and private experts 
searching for signs of a buyers’ 
strike against high prices, the Bu- 
reau of Agricultural Economics 
released today a nationwide study 
of buying attitudes which deflates 
some of the blue sky estimates of 


the V-J Day period. 

While BAE charts a sellers’ 
market for cars, consumer dur- 
ables and housing, it indicates that 
the stability of this market de- 
pends largely on the ability of 
Americans generally to enjoy good 
current income. 

The overwhelming majority 
have no expectation of using war- 
time savings for any purpose in 
1946, BAE says. More than half 
the people with bank accounts and 
three quarters of the savings bond 
holders definitely intend to hold 


on to what they have. About a 
quarter of the proposed expendi- 
tures for consumer durables, in- 
cluding cars, would come from 
savings. A third of new housing 
would be financed without touch- 
ing savings. 


Spend More Current Funds 


The huge backlog of liquid as- 
sets in the hands of individuals 
will enable people to spend more 
of their current income, but it 
will not materially subsidize a 
market for consumer goods, BAE 
indicated. 

Significantly BAE found that 
10% of the “spending units” con- 
trolled 60% of these savings; 20% 
held 77% of savings and the bot- 
tom 50% could muster only 3% 
of the estimated $80 billion in 


government bonds and bark ac- 
counts. 

Moreover, BAE found that in 
1945, the top 10% which received 
29% of money income did 35% 
of the saving. Of $22.8 billions 
added to savings in 1945, 84% 
went to 30% of the “spending 
units.” 

Evaluating the marketing sig- 
nificance of these figures, BAE 
said “it appears that even if 50% 
of all spending units decided to 
use all their liquid assets, if these 
were the poorest units only small 
amounts of money would be in- 
volved. 

“On the other hand, a simulta- 
neous decision on the part of the 
small percentage of spending units 
who hold large amounts of liquid 
assets to use these resources would 


sre remap nine cece t 


producing 
world, 


to us. 


Indeed, in this job of 


the farmers 
Kansas are cast in an im- 
portant role. 
now they are winding up 
the harvest of one-fourth 
of the nation's 1946 winter wheat crop—one of their 
four or five highest crops on record. 


€ 
Prominent Citizen L® 


SS 


food for the 
of 


For right 


The June 1 estimate for this golden grain crop is 
186,720,000 bushels (USDA), more than twice the 
production of any other state. Certainly, this farm- 
ing is big business. 


And here is a businessman you should cultivate. 
He can be approached in a business-like way. We** 
have been talking to him that way for a good many 
years—and we have his keen attention right now. 


So if you have something to sell him, better talk 


*This 1946 wheat crop will gross in excess of 200 million 
dollars. 


Mr. Farmer from Kansas had a cash income in 1945 of 
$759,344,000 (exceeded 42 states). 


Ly 


**KANSAS FARMER, state farm paper, circulation 121,000, 
highest in years. 


OFFICE, 


KANSAS FARMER 


CAPPER PUBLICATIONS, 
BUSINESS 


INC. 
TOPEKA, 


KANSAS 


FB POST CARDS or 4x5” 


| | We Photograph Any Product Effectively For as Low As %5.; 
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be of great importance,” BAE ob- 
served. 

BAE said that huge aggregates 
of the “top” holders could hardly 
be used for consumer goods, but 
would remain available for in- 
vestment purposes if opportunities 
appear, or if fear concerning the 
value of liquid assets becomes 
widespread. 

Based on the government’s best 
scientific polling mechanism, the 
BAE report visualizes a market 
for 3.6 to 5.4 million automobiles 
as of the first quarter of 1946. It 
estimates that 9.9 to 13.7 million 
people are immediately interested 
in consumer durables and 2.6 to 
3.5 million in new housing. 

These estimates are _ sobered, 
however, by the finding that the 
average consumer planned to 
spend $1,100 for his new auto- 
mobile, $5,020 for his house and 
$320 for consumer durables. Since 
interviews were held in January, 
February and March, BAE warns 
that plans may change as incomes 
become larger or smaller. 


May Drop Purchase Plans 


“The prices of the items may 
be different from those prospective 
buyers expect,” it adds. “If they 
turn out to be higher, some people 
may be deterred from carrying 
out their plans to buy.” 

As it was last winter, when it 
reported a pilot study of Douglas 
County, Ill., and Birmingham, Ala. 
(AA, Jan. 14), BAE was impressed 
by the fact that people look at 
their savings bonds as relatively 
permanent assets. ‘While they are 
sometimes willing to convert them 
into other forms of assets, they 
are much less willing to expend 
them for consumer goods,” BAE 
said. 

Since the report is primarily 
intended to indicate spending and 
saving prospects, additional in- 
stalments analyzing the motives, 
income, age, occupation and res- 
idence characteristics of the “big” 


and “little” savers ‘will appear 
shortly. 
In this first instalment, avail- 


able from the BAE’s Division of 
Program Surveys or, in_ short 
form, in the June issue of the 
“Federal Reserve Bulletin,” there 
is extensive information about the 
concentration of savings, and the 
distribution of income in 1945. 


Savings Decline Expected 


By interviewing samples of the 
various savings groups, BAE con- 
firmed its belief that savings will 
fall in 1946, as more funds are 
used for current expenses and for 
the purchase of items not pre- 
viously available. 

“People in general do not ex- 
pect to have less income in 1946, 
nor do they believe saving is less 
important,” BAE said. “They ex- 
pect to spend considerably more 
money out of current income for 
various large items not previously 
available. Moreover, most of them 
anticipate higher prices, and ex- 
pect to spend more for regular 
living expenses. 

“It appears that these very 
people are not willing to reduce 
their standard of living for the 
sake of keeping up their rate of 
saving. Possibly this is the most 
important immediate effect of the 
huge amounts of current liquid 
asset holdings.” 
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Unsurpassed in _ 4 
tip Quality at any Price “Ree 
ea NO NEGATIVE CHARGE—NO EXTRAS OF ANY KIND Bie 


~ 6+ EACH in 100 Lots MOUNTED 

5+ EA. in 1000 Lots ENLARGEMENTS 
30° x40" 53.85 EA. 
20° x30" $2.50 EA. 
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2+ Ea. in 1000 Lots 
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“WE DELIVER WHAT WE ADVERTISE" 
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NAEA HEADS—These are the new of- 
ficers of Newspaper Advertising Exec- 
utives Association: Harold V. Manzer, 
Worcester Telegram-Gazette, vice-pres- 
ident; Robert K. Drew, Milwaukee 
Journal, president; and James WwW. 
Egan, Toledo Blade , Vice-president. 
(Photo courtesy Metro Associated 
Services.) 


First Free Items 
Oftered by Pinex 


Ft. Wayne, Ind., June 18.—For 
the first time in its history, the 
Pinex Company is offering a free 
goods deal to retailers—two dozen 
free units of Pinex cough syrup 
with the purchase of 12 dozen 
units. Smaller purchases carry 
proportionate numbers of free 
units. 

The offer is being made through 
copy in American Druggist, Drug 
Topics and NARD Journal. Fol- 
lowing the trade publication cam- 
paign, to continue until Septem- 
ber, Pinex will launch a news- 
paper drive in more than 100 
papers from coast to coast begin- 
ning in September and extending 
through the remainder of the 
year. Supplementing the news- 
paper copy will be spot announce- 
ments on radio stations in more 
than 125 cities throughout the 
country. Pinex will be shipped in 
containers which can be used for 
dealer displays. 

Russel M. Seeds Company, Chi- 
cago, is the agency. 


WATCH INDIANA! 


Over 60°% of the people in 
INDIANA live in the smaller 


cities and rural areas... 


markets such as those whose 
daily newspaper is a member 


of the 


INDIANA LEAGUE OF 
HOME DAILIES 


In these cities and the farm 
area surrounding them you 
will find excellent future sales 
expansion opportunities 
— they are the PROFIT 


Harvel Plans Fall Drive’ 


Harvel Watch Company, New 
York, through A. W. Lewin Com- 
pany, New York, has planned a 
fall campaign, featuring diamond 
watches, in Esquire, Life, The Sat- 
urday Evening Post and True. 


Appoints Hoopes 
Harold Hoopes, formerly with 


Burleigh Withers - McCallum - 


Stearns Company, has _ joined 
Henri, Hurst & McDonald, Chi- 
cago, in an executive creative 
position. 


Biloxi Campaign Mapped 
The Biloxi, Miss., Chamber of 
Commerce is planning an indus- 
trial advertising campaign to at- 
tract new industries to the city, 
using business and industrial pub- 
lications. Dixie Advertisers, Jack- 
son, Miss., handles the account. 


Dailies Raise Rates 


Effective Oct. 1., the Chronicle 
and Daily Star, Halifax, N. S., 
will increase their rate for national 
advertising from 11 to 13 cents 
per line. 


To Launch ‘Vend’ 


Billboard Publishing Company, 
Cincinnati, plans to launch a new 
monthly trade publication, Vend, 
in October. The publication will 
cover activities in the manufac- 
ture, distribution and servicing of 
coin-operated merchandise vend- 
ing machines. 


Ayer Appoints Hogen 

N. W. Ayer & Son has appointed 
Charles R. Hogen vice-president 
in charge of service in the Holly- 
wood office. 


ee 
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Appoints Chirurg Agency 

Aluminum Foil Distributors, 
Boston, has appointed James 
Thomas Chirurg Company, Bos- 
ton and New York agency, to 
handle the advertising of Chef- 
Foil, a Reynolds Metals Company 
product. 


Hudson Joins ‘Guide’ 


Howard H. Hudson, formerly 
media director of H. W. Kastor & 
Sons Advertising Company, Chi- 
cago, has been appointed editor 
of Radio Market Guide, Chicago. 


MARKETS of today. 


For information phone or write 


SCHEERER & CO. 


Chicago |, New York 17, 
Se E Weeler Ox. 44h Lesingich. Ave. 


Member of the American Association | 


of Newspaper Representatives 


Selling mother-and-baby needs? 


Marketing a baby bed? 
maternity support? 
infant food? 

baby soap? 

training pantie? 
toddler’s shoe? 


THEN... 


walk 
reception rooms all 
over the country and 
talk to thousands of 
mothers through the 
pages of HYGEIA. 


into doctor's 


While Mothers Wait-Hyceia Works | 


SS @a- oj] on DO OC OC OC DO SOOO 


TO REACH a concentrated market of mothers and 
mothers-to-be, present your product when and where 


that market is most receptive—-in the doctor’s recep- 


tion room. 


Waiting there, the women who most need your 
products for themselves and their children have 
their attention sharply focused on those very needs— 
particularly as they turn the helpful, authoritative pages 
of HYGEIA, the Health Magazine of the American 


Medical Association. 


HYGEIA is read by almost two million waiting 
patients in doctors’ offices every month—a large pro- 
portion of them offering a highly selected mother 


market. 


Get market data and details on the application of 


HYGEIA to your selling program by addressing 


THE 


Health 
Magazine 
OF THE 
AMERICAN 
MEDICAL 
ASSOCIATION 


535 N. Dearborn St. . 
Chicago ten 
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Heads Appliance Makers 


D. P. O’Keefe, president of 
O’Keefe & Merritt Company, Los 
Angeles, has been elected presi- 
dent of the Gas Appliance Manu- 
facturers Association, New York. 
Other officers elected at the group’s 
recent annual meeting in Chicago 
include: First vice-president, John 


Robertshaw, president, Robert- 
shaw Thermostat Company, 
Youngwood, Pa.; second vice- 


president, Frank Hoenigmann, ex- 
ecutive vice-president, Florence 
Stove Company, Chicago, and 
treasurer, John Van Norden, sec- 
retary, American Meter Company, 
New York. 


THE LETTER SHOP, Inc. 


431 5S. Dearborn St., Chicago 5, Illinois 


Emergency Liquor 


‘Concoctions’ Draw 
Distillers’ Fire 


Say Prewar Brands 


to Remain Scarce 
Until 1949-50 


Atlantic City, June 19.—Frank 
R. Schwengel, president of the 
Distilled Spirits Institute and 
president of Seagram-Distillers 
Corporation, hit hard at the “‘mis- 
leading and unfair’ advertising 
and labeling of “a mass of sub- 
standard emergency concoctions” 
and pictured a gloomy supply and 
production period for the liquor 
industry until 1949 or 1950, in ad- 


dressing the National Conference 
of State Liquor Administrators 
meeting here. 

General Schwengel told the ad- 
ministrators that “decreased avail- 
ability of prewar standard prod- 
ucts has given impetus to a mass 
of sub-standard emergency con- 
coctions which hoodwink the pub- 
lic and are a plague to the repu- 
tation of the industry. To make 
myself clear, I need only to refer 
to a couple of shining examples 
bearing the superlatives of ‘rye, 
or bourbon liqueurs’.’”’ 


Files Formal Complaint 


Comparing these substitute 
products to the Caribbean and 
Mexican alcohol products in the 
market several years ago, he re- 
vealed that the Distilled Spirits 
Institute, an organization includ- 
ing all major distillers except 
Schenley, had filed a protest with 
the Alcohol Tax Unit of the In- 
ternal Revenue Bureau. The pro- 


test “against this comparatively 
new menace” was “on the count 
that such labeling and advertising, 
when obviously designed to play 
upon the public acceptance of the 
words ‘rye and bourbon’ as con- 
noting whisky, is misleading and 
unfair to the public.” 

He pointed out that Connecticut 
requires the words “Not a Whisky” 
to be printed in 24-point type on 
additional labels on the bottle, but 
said that action should be by 
federal, not state governments. 
“The public is entitled to a break 


'on quality rather than a letdown 


in view of the high excise tax on 
quantity,” he said, stressing that, 
although advertising and selling 
of liquor is to some extent carried 
on under federal regulation, the 
government’s interest through the 
Alcohol Tax Unit is largely that 
of preserving revenue. 

In appraising the supply and 
production situation for the in- 
dustry as a whole, General 


WSIX gives you all 


| its major function,” 
| Schwengel predicted, and said that 
“plans are now being laid by the 


Metal products, from heavy steel to lawn furniture, add to the 85 million dollars 


worth of industrial products made each year in the Nashville area. A wide variety 


of well-established factories employ thousands and help make this one of the nation's 


most stable market areas . . . Over one million people and retail sales of more than 


356 million dollars yearly make a rich sales territory for your quality product. Get 


into this buying market with a message broadcast economically by WSIX. 
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Advertising Age, June 24, 1946 


Schwengel said that it would prob- 
ably face restricted allocations of 
grain until the fall of 1947. The 
supply of aged whisky in stock as 
of April 1 is sufficient to last for 
two and one-third years, he said, 
while no whisky was produced in 
1943 and the small amount pro- 
duced in 1944 will not mature 
until late in 1948. As a result, 
“the public may not expect to 
obtain on call its favorite prewar 
brands from their dealers until 
late 1949 or 1950.” 

Several times during his talk 
he alluded to the competition 
established company brands face 
from new producers. “Approxi- 
mately 40% of the grain allocated 
for beverage spirits production 
(from Sept. 1, 1945 to June 30, 
1946) was to industrial alcohol 
plants or to commercial alcohol 
‘and war alcohol plants, not re- 
|garded as historic beverage dis- 
tillers,” he pointed out. 


May Cut Withdrawals 


He estimated that 153,480,950 
proof gallons of mature whisky 
were available as of April 1, and 
said that the current rate of with- 
drawal of 56,000,000 gallons a 
year “cannot be increased and 
may have to be decreased to 
maintain continuity, or else a 
change in whisky blend formulas 
and further a reduction in ship- 
ments of straight and bonded 
whisky may be required.” 

In describing the work of the 
Feed Grain Council, formed by 
'the DSI, the Kentucky Distillers 
| Association and the Maryland Dis- 
| tillers Association, he emphasized 
‘the importance of the grain by- 
‘products of the distilling indus- 
itry (AA, Nov. 26). A bushel of 
|ecorn processed for alcohol can 
‘yield 2.6 gallons of alcohol plus 
| 16.8 pounds of livestock feed con- 
|centrates, 15 pounds of CO: gas, 
|1.1 pounds of corn oil and 1 pound 
'of fusil oil, he said. 

“Production of beverage spirits 
'may in the future become inci- 
dental to the processing of grains 
by the distilling industry and not 

General 


| council to familiarize the trade and 
the public on this vital economic 
development.” 


F. W. Woolworth Elects 


Cornwell President 


A. L. Cornwell, executive vice- 
president and treasurer of F. W. 
Woolworth Company, New York, 
has been elected president, suc- 
ceeding C. W. Deyo, who will con- 
tinue as active chairman of the 
board. Mr. Deyo has been presi- 
dent since 1936 and chairman of 
the board since February, 1944. 
Mr. Cornwell, who joined the or- | 
ganization in 1905, became vice- 
president in June, 1932, and treas- 
urer in December of that year. 
He was named executive vice- 
president in February, 1944. 

I. W. Keffer, vice-president, 
who has been with the company 
since 1912, has been named ex- 
ecutive vice-president and treas- 
urer. 


Seeger Joins Browne 


Fritzi E. Seeger has joined Bur- 
ton Browne Advertising, Chicago, 
as production manager. She for- 
merly was assistant production 
manager of Joseph Katz Company, 
Baltimore. 
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... like California without the 


te a Wane ene yee 


BILLION DOLLAR VALLEY OF THE BEES 


SOKCACROPS SERS STRESSES S SHEERS SE HES SSH RETR EH ERAT ACE STE CREE SCHEER TECH CE Kee Sees ee es eee EE SESOSP ERSTE Ee eee SEREEe! 


This is California’s great 
Inland Market... the 
Valley of the Bees... 
where The Fresno Bee, 
The Modesto Bee and 
The Sacramento Bee give 
81% coverage of 1% 
Billion Dollar Buying 


THE SACRAMENTO BEE is HOME- 
DELIVERED to 94 out of every 100 
families in the ABC city zone. 


THE MODESTO BEE offers 91% 
coverage in ABC city zone; 57% 
of trading area. 


THE FRESNO BEE, with largest 
circulation between San Francisco 


and Los Angeles, gives 90% cov- 
erage in ABC city zone. 


* Sales Management's 1945 
Copyrighted Survey 


[ook AT CALIFORNIA from the summit of the Sierra. Below you lies a vast 

and fertile valley where live 1,220,000 people. Prosperous from such 
basic enterprises as farming, mining, lumbering and manufacturing, they 
enjoy an Effective Buying Income of 1% billion dollars. On retail purchases 
they spend 34% more than the average U.S. citizen . . . for food, more than 
any U.S. city except the five largest.* 

You’re looking at California’s great INLAND market, the Billion Dollar 
Valley of the Bees. Notice that it is an ISOLATED market — fenced off by 
the Sierra on the east, by the coastal foothills on the west. 

The newspapers that get into most Valley homes every day are The 
Sacramento Bee, The Modesto Bee and The Fresno Bee. When you put these 
three McClatchy newspapers on your schedule your message blankets an 
area holding 83% of the Valley's population .. . 81% of its EBI.. . 88% 
of its total retail sales. 


THE SACRAMENTO BEE - THE MODESTO BEE - THE FRESNO BEE 


MCCLATCHY iw NEWSPAPERS 


Z > UY" 
National representatives ... O'MARA & ORMSBEE, INC. 
New York « Los Angeles « Detroit « Chicago « San Francisco 
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These advertisers have taken 
advantage of that fact 


Apparel & 
Accessories 


Adler Shoes For Men 
Andover Clothes, Inc. 
Archer Rubber Co. 
Arlington Mills 

Arrow Import Co. 

Augusta Knitting Corp. 
George S. Bailey Hat Co. 
Berk-Ray 

Betty Coed of Hollywood 
Bardon of California 
Botany Worsted Mills 
Marcus Breiers Sons 

G. Buchsbaum & Co. 
Joseph Burger 

B. F. Goodrich 

B.V.D. Corporation 
Catalina, Inc. 

Cheney Brothers 

Cisco, Inc. 

Cohn-Hall-Marx Co. 
Cosmopolitan Manufacturing Co. 
Crest Specialty Co. 

Daly Bros. Shoe Co., Inc. 
Ely & Walker 

Field's & Company 

General Shoe Corp. 

Ward Green 

W. B. Harris Mfg. Co. 
Harwood Mfg. Co. 

Highland Knitting Mills 
Hollywood Rogue Sportswear Co. 
Homeland Tailors, Inc. 

F. Jacobson & Sons, Inc. 
Knothe Brothers Co., Inc. 
Lustberg, Nast & Co., Inc. 
McCurrach Organization 
Manchester Knitting Mills 
Marlboro 

Mayfair Riding & Sports Shops 
Mid-City Uniform Cap Co. 
Moyer Manufacturing Co. 
M. Nirenberg & Sons 
O'Rourke of California 
Pacific Mills 

Phillips-Jones (Van Heusen) 
Piedmont Shirt Co. 

Pioneer Suspender Co. 
Plymouth Manufacturing Co. 
Puritan Knitting Mills 

Ad Reiseberg Co. 

Revere Knitting Mills, Inc. 
Riverside & Dan River Mills 
Rough Rider Manufacturing Co. 
A. Schreter & Sons, Inc. 
Siegman, Arthur, Inc. 
Stone-Tarlow Co. 

Strand Tailoring Co. 

United Carr Fastener Corp. 
Lubin Weeker Co., Inc. 
Whitewater Raincoat Co. 
Wilson Brothers 

E.T. Wright & Co. 


Schools 


American Ext. School of Law 


American School & American Tech. 


Society 
Bogue Institute for Stammerers 
Sherwin Cody School of English 
Raye Burns School 
Chicago Technical College 
College of Swedish Massage 
Comfort Writer's Service 
Cortina Academy 
Coyne Electrical School 
Alexander Hamilton 
Int. Corres. Schools 
LaSalle Ext. University 
Lewis Hotel Training 
Linguaphone Institute 
Mechanic's Training School 
National Radio Institute 
National Schools 
Newspaper Inst. of America 
Pelman, Inc. 
Ryan Aeronautical Institute 
School of Speedwriting, Inc. 
Stuart Studios 
U.S. School of Music 
Washington School of Art 
Writer's Digest 


Insurance 


No. American Accident Ins. Co. 

No. American Mutual Ins. Co. 

Commercial Travelers Mutual 
Accident Ass'n. of America 

Postal Life Insurance 

Sterling Insurance Co. 


Jewelry 


Bell Watch Co. 

Bond Diamond Co. 
Bruner-Ritter, Inc. 
Bulova Watch Co. 
Crawford Watch Co. 

F. & V. Mfg. Co., Inc. 
Forstner Chain Corp. 
Gerlon Fifth Ave. 

Harvel Watch Co. 

Homis Watch Co. 

House of Watches 

INinois Merchandise Mart 
Jacques Kreisler 
Longines-Wittnauer Watch Co. 
Mido Watch Co. 

D. Ornstein & Sons 
Personal Gifts (Apex Prod.) 
Rafelman’s 

Ritepoint Co. 

S. Rodman & Sons 
Rugby Products Corp. 
Rulon Watch Co. 

A. Sauer & Co. 

Selle Jewelry Co. 

Speidel Corp. 

Victor Belt Co. 

Venus Corp. 


Tobacco & 
Accessories 


Ace Mail Order Co. 
American Product Co. 

Art Metal Works, Inc. 
Christian Peper Tobacco Co. 
Cigarette Maker Co. 
Continental Briar Pipe Co. 
Collector's Pipe Co. 

Darel Lighter 

Danco Pipes 

Wm. Demuth & Co. 
Alfred Dunhill of London, Inc. 
Evans Case Co. 

Faber Coe & Gregg, Inc. 
Foster Products Co. 

S. M. Frank & Co. 

Galter Mfg. Co. 

Guardian Tobacco Co., Inc. 
James B. Hall 

Hollis Co. 

Josephson & Sharp Mfg. Co. 
Kaywoodie Co. 

Lane Tobacco Co. 
Lektrolite 

Henry Leonard & Thomas 
M. Linkman & Co. 
Marxman Pipes 
Mastercraft Pipe Co. 
Miller & Co. 

John Hudson Moore, Inc. 
National Briar Pipe Co. 
Norcraft, Inc. 

Penn Tobacco Co. 

Rock Flint Co. 

Rogers Imports, Inc. 

L. & H. Stern, Inc. 

Seco Leather Prod. Co. 

R. R. Tobin Tobacco Co. 
Van Roy, Inc. 

Ashley F. Ward 

Ward Machine Co., Inc. 
C. B. Weber & Co. 

John Weisert Tobacco Co. 
George Yale 

Artvogue of California 


Beverages 


Jas. Barclay & Co., Ltd. 

Berke Bros. Dist. 

D. J. Bielzoff Products Co. 
Budweiser Beer (Anheuser-Busch, 


Inc.) 
Burlington Brewing Co. 
Calvert Distillers Corp. 
Cameo Vineyards Co. 
Carlings Red Cap Ale 
Continental Distilling amp. 
Cresta Blanca Wine Co., Inc. 
i ) Harper (Bernheim Distilling 
0 


Fleischmann Distilling Corp. 

Glenmore Distilleries Co. 

Gordon's Dry Gin Co., Ltd. 
(Somerset Imp. Ltd.) 

Charles Jacquin Et Cie. 

Julius Kessler Dist. Co., Inc. 

Kinsey Dist. Corp. 

Laird’s Three Star 

The Lansdowne Dist. 

Miller Brewing Co. 

National Distillers Corp. 

General Distilling Corp. 

Imperial Whiskey (Hiram Walker) 

Park & Tilford Import Co. 

Pepsi-Cola Co. 

The Pickwick Co. 

Red Top Brewing Co. 

Ronrico Corp. 

Schenley Distillers Corp. 

Schenley Import Corp. 

Three Feathers Dist. Co. 

Schieffelin & Co. 

Jos. Schlitz Brewing Co. 

Schrank & Shaw, Inc. 

Southern Comfort Corp. 

M. S. Walker, Inc. 

Julius Wile Sons & Co., Inc. 

R. C. Williams Co. 


Drug Store Items & 


Toiletries 


American Safety Razor Corp. 
Arrow Laboratories 
Bristol Myers Co. (Vitalis) 
Cargo Toiletries 

The Chap Stick Co. 
Chesebrough Mfg. Co. 
James E. Coates & Co. 
Cooper Razor Blade Co. 
Courtley Ltd. 

Gillette Safety Razor Co. 
H. Clay Glover Co., Inc. 
Hammacher Schlemmer 
Henri Co. (Charter House) 
Herbold Laboratories 
Hollis Company 

Hospital Blade Sales Co. 
John Hudson Moore, Inc. 
Lake Labs. 

Johnson & Johnson 

Lever Brothers Co. 

L. & K. Laboratories & Co. 
Magazine Repeating Razor Co. 
The Marlin Firearms Co. 
Germaine Monteil 

Ferd Mulhens, Inc. 

Solon Palmer 

Parfum L’Orle, Inc. 
Personna Blades 

Regent Lab., Inc. 

Roger & Gallet 

E. W. Rose Co. (Zemo) 
Scherk Corp. 

Scholl Mfg. Co. 

R. B. Semler, inc. 

Sutton Sales, Inc. 

Tintz Company 

Jean Vivaudou 

Wildroot Company 

Ar Winarick, Inc. 
Worthington Fifth Avenue 
Allen B. Wrisley Co. 


Sporting Goods 


Aimer Company 

American Pad & Textile Co. 
Fred Arbogast & Co. 

L. L. Bean, Inc. 

Berghman Co. 

Allen Clarke 

D. U. Page Plastics 
Edwards Mfg. Co. 

Evinrude Motors 

B. F. Gladding Co., Inc. 
Glow-Lure Co. 
Harrington-Richardson Arms. Co. 
Helin Tackle Co. 

Hull Mfg. Co. 

Jewette Association 

George W. Jones 

Klein Sporting Goods, Inc. 


Outdoors 
Pachner & Koller, Inc. 
Plyways, Inc. 


Ranch House 

Savage Arms Corp. 
Scott-Atwater Mfg. Co. 
Senett 

Somar 

South Bend Bait Co. 

J. W. Speaker Corp. 
Sports, Inc. 

Stoeger Arms Corp. 

Sun Tent Luebbert Co. 
Swain-Nelson Co. 

Tack-L. Tyers 

Western Cartridge Co. 
Winchester Repeating Arms 
Wits End Kennels 

X-Acto Crescent Product Co. 


Leather Goods 


H. D. Gihon, Inc. 
Kaye-Meyers Co. 
Swank, Inc. 
Wilson Mfg. Co. 


Miscellaneous 


Aeronco Aircraft Corp. 

Apex Products 

Arreco Playing Card Co. 

Bright Star Battery 

California Fruit Club 

California Gift Mart 

Cristy Supply Co. 

William Cooper & Matthews 

Covered Wagon Co. 

Distinctive Creations 

Bob L. Singer 

General Motors Corp. 

Harley Davidson Motor Co. 

Dennis Co. 

Emeloid Manufacturing Co. 

Esquire Products 

Knapp Monarch Manufacturing Co. 

Knomark Manufacturing Co. 

McMarrow & Berman 

D. M. Meh! 

Miles-Kimball Co. 

Mail Products 

A. D. McBurney 

National Carbon Co. 

National Photo Art 

Clarence A. O'Brien & Harvey B. 
Jackson 

Ocuiens 

Personal Gifts 

The Post Mart 

Pyroil Co. 

Raney Co. 

R. K. 0. Radio Pictures, Inc. 

Rathbun Lumber Co. 

Ed Robinson 

The Rosicrucian Order 

Shwayder Bros. 

M.L. & M. J. Stith 

Smith & Wesson, Inc. 

Taylorcraft Aviation Corp. 

U.S. Luggage & Leather Goods 

U. C. Lite Manufacturing Co. 

Warner Electric Co. 

J. Widder & Co. 

Wittie Manufacturing & Sales Co. 

R. & E. Sales 

Utilities Engineering Institute 

Jos. Winkler & Co. 


Publishers 


The Alaska Sportsman 
Theo. Audel & Company 
Aerotech 

American Book Mart 

Walter J. Black, Inc. 
Book-of-the-Month Club, Inc. 
The Bradner Publishing Co. 
D. Cobbins & Co. 

Duell, Sloan & Pearce, Inc 
Doubleday & Doran 

Field & Stream Wiagazine 
Foster & Stewart Pub. Co. 
Greenberg Publishers 

C.S. Hammond & Co. 
Herald Publishing Co. 
Hodgman Rubber Co. 
Hunting & Fishing Magazine 
0. F. Mossberg & Sons, Inc. 
Kalmbach Publ. Co. 

LeJay Mfg. Co. 

Nelson Company 

Unicorn Press 

D. Van Nostrand Co., Inc. 
Douglas Magicland 


FAWCETT PUBLICATIONS, INC. 
295 Madison Ave., New York 17, N. Y. 
World’s Largest Publishers of Monthly Magazines 
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36 
L. A. Adwomen Elect 


Margaret Anders, public rela- 
tions counselor, has been elected 
president of the Los Angeles Ad- 
vertising Women. Others elected 
are: Glad Hall Jones, Station 
KRKD, first vice-president; Helen 
Converse, editor, Los Angeles 
Downtown Shopping News, second 
vice-president; Lucile Martens, 
treasurer; Audrey Westcott, West- 
ern Flying, recording secretary, 
and Louise Denny, editor, West- 
ern Livestock Journal, correspond- 
ing secretary. 


Lucas Joins Hoyt 


Jack Lucas has returned to the 
Charles W. Hoyt Company, New 
York, after a 13-year interval, to 
head a newly formed packaged 
goods division. He has been copy 
chief at Morse International, New 
York, for the past three years. 


Tougher Anti-Trust 
Penalties Sought 
in New Campaign 


Fines Now Part of 
Regular Expenses, 
Clark Maintains 


Washington, June 18.—Trust 
busters in Congress and the ad- 
ministrative agencies are shifting 
into high gear, with charges that 
the wartime partnership between 
government and industry has re- 
sulted in tremendous concentra- 


tions of power threatening the eco- 
nomic system. 

Appearing before the Senate 
appropriations committee in 
search of $100,000 of new anti- 
trust funds, Atty. Gen. Tom Clark 
reported that the Justice Depart- 
ment alone has 106 cases on its 
current docket, and 167 anti-trust 
investigations under way. 

The Attorney General said that 
the government wants to step up 
the penalties in anti-trust cases, 
stressing ‘divestiture, divorce- 
ment and dissolution” instead of 
fines, consent decrees and injunc- 
tions. 


Part of ‘Fixed Expense’ 


To many corporations, he said, 
fines have become “a part of the 
fixed expense of doing business.” 
With the government unable to 


police all the consent decrees, “the 
spirit and letter of the anti-trust 
laws continue to be violated.” 

In announcing a special sub- 
committee to study long-range 
threats to the competitive position 
of small business, the House small 
business committee emphasized 
that wartime hearings indicated 
that government restrictions per- 
mitted certain firms and groups 
of firms to develop understand- 
ings and arrangements which tend 
to destroy small competitors. 


Kefauver Directs Study 


“Where orders limited activities 
of the industry, the advantageous 
financial position of the dominat- 
ing members permitted the degree 
of concentration to increase mate- 
rially,’ the committee said. 

The small business committee 


SUN CLOTHES 


CAN'T 


BE OVERLOOKED 


if keeping your product in the 
public eye is important to you 
in selling ... then the medium 
for you is POSTER ADVERTISING 


Agency — Botsford, Constantine & Gardner 


“Year after year we have used poster advertising to present the style and beauty of our swim suits to all the people”... JANTZEN KNITTING MILLS 


OUTDOOR ADVERTISING 


Crs/ 


NATIONAL SALES REPRESENTATIVE 
OF THE OUTDOOR INDUSTRY 


60 EAST 42ND STREET 
NEW YORK 17, N.Y. 


INCORPORATED 


ATLANTA + BOSTON + CHICAGO + CLEVELAND - DENVER + DETROIT - HOUSTON + LOS ANGELES + PHILADELPHIA - ST. LOUIS - SAN FRANCISCO 
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study, assisted by staff personnel 
from FTC, Justice and Commerce, 
will be directed by Rep. Estes 
Kefauver (D., Tenn.), sponsor of 
a bill outlawing purchase of the 
physical assets of a competitor. 

A well-informed, influential ad- 
vocate of anti-trust policies, Rep. 
Kefauver takes the position that 
“advantages which big business 
has had through power are often 
mistaken as efficiency.” He men- 
tions hidden rebates, secret terri- 
torial agreements and tie-in sales 
as devices enabling big firms to 
exert unfair influence. 

As a close friend of FTC, Rep. 
Kefauver is expected also to look 
into basing point systems, deter- 
mine whether they should be out- 
lawed, or whether the current pro- 
secutions of individual systems 
should be continued. 


Davis Asks Legislation 


In a recent address before the 
Harvard Law School Forum, FTC 
Commissioner Ewin L. Davis re- 
viewed the “Pittsburgh Plus” and 
other basing point cases, stress- 
ing “the difficulties and expense 
involved in case by case proceed- 
ings,’ and “the importance of 
enactment of legislation banning 
the so-called basing-point system.” 

The Attorney General, in re- 
porting 106 active anti-trust cases 
on the docket, said 20 had been 
filed since V-J day and 23 settled 
in the same period, including some 
on cement, nickel, soft coal, vac- 
uum machinery and plate, safety 
and window glass. 

Of 31 cases held up during the 
war, 12 have been concluded, 
eight are nearing conclusion and 
11 are being prepared for trial. 
Among those settled were alumi- 
num, chemicals, AP, Pullman cars, 
tobacco, television, electrical 
equipment, the match industry 
and motion pictures. 

Without elaborating, he reported 
167 investigations under way in 
housing, food, fuel, banking, elec- 
trical equipment, metals, optical 
equipment, transportation, patents 
and heavy industries. 


Indianapolis Admen 
Elect New Officers 


L. T. Sogard, vice-president and 
copy chief of Keeling & Co., has 
been elected president of the Ad- 
vertising Club of Indianapolis, 
succeeding L. D. Young, advertis- 
ing director, Indianapolis Times. 

Other officers named are: A. W. 
Voorhis, advertising manager, 
Kingan & Co., first vice-president; 
Jack Millar, advertising manager, 
L. S. Ayres & Co., second vice- 
president, and Margaret Roberts, 
secretary-treasurer. 


‘Life’ Advances Holman 


William W. Holman of the Chi- 
cago sales staff of Life has been 
appointed head of the magazine’s 
Cleveland office. Prior to joining 
Life he was on the Chicago staff 
of Scripps-Howard Newspapers. 


ies tia) 


CANNOT BE SOLD 
FROM THE OUTSIDE 


Home-carrier-delivery 


Bayonne family subscrip- 


tion 

More circulation among 
Bayonne families than all 
New York and Hudson 
County evening newspapers 
combined 


THE BAYONNE TIMES 


NEW JERSEY 
BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 
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Luckman Names 
W. R. Veale V.P., 


General Manager 


Cambridge, Mass., June 20.— 
Charles Luckman, president of 
Lever Brothers Company, as a 
final step in 
overhauling the 
executive com- 
mand of the 
company, has 
announced elec- 
tion of W. R. 
Veale as vice- 
president and 
general man- 


ager, a newly 
created post. 
Mr. Veale, W. R. Veale 


formerly man- 

ager of Frankfort Distillers Cor- 
poration, will be responsible di- 
rectly to Mr. Luckman for the 
company’s entire operation. As 
with five other new vice-presi- 
dents elected department heads 
last weekend, Mr. Veale has also 
been elected a member of the 


board of directors (AA, June 17). 
Mr. Veale joined the Palmolive 
Company (now Colgate-Palmolive- 
Peet Company) in 1922 as a clerk 
in the advertising department. He 
served in advertising, selling and 
managerial positions until, in 1935, 
he became manager of the U. S. 
soap department. In 1938 he joined 
Frankfort Distillers as manager 
in charge of general operations. 
The Pepsodent division of Lever 
Brothers has announced appoint- 
ment of William Englehaupt as 
manager of the syndicate sales 


division, 
Chicago. 


Johnson Announces 
Five Promotions 


R. W. Carlson, sales manager of 
S. C. Johnson & Son, Racine, Wis., 
has been named a member of the 
management committee and will 
be in charge of all sales and mer- 
chandising activity. A. O. Fisher, 
north central regional manager, 
with headquarters in Cleveland, 
has been transferred to Racine as 
field sales manager. He is suc- 


with headquarters 


THE PIANIST TAKES 
THE PRIZE 


Ne 
> S 
Ky 


we 


After the final broadcast of the 
1945-1946 “KFI-HOLLYwooD 
BOWL YOUNG ARTISTS COMPETI- 
TION” last Monday from 9 :30-10 
p.m., five eminent musical person- 
ages who had acted as judges for 
the series retired to a KFI Confer- 
ence Room to choose the winning 
instrumentalist. Since November 
15th, 1945, forty highly talented 
artists had appeared on the weekly 
concert broadcasts over KFI in com- 
petition for a paid solo perform- 
ance in Hollywood Bowl with Leo- 
pold Stokowski on August 25th of 
this year. Considering the superb 
quality of the artistry of these 
youngsters, the judges found it no 
simple matter to pick the winner. 
In fact, it was only after some five 
hours of deliberation that the sev- 
enteen year old pianist, Lillian 
Magidow, was awarded the deci- 
sion. She is a former pupil of Olga 
Steeb and is at present studying 
with Lillian Steuber. 


OTHER AWARDS 


The Committee of Judges also 
awarded a $300 Scholarship to 
Shirley Kagan and a $200 Scholar- 
ship to Andre Previn. Both are 
pianists. Miss Alta Grimes, cellist, 
received an Honorable Mention 
Award and thirteen year old Jack 
Browning, pianist, took top honors 
in the Junior Division of the 
YOUNG ARTISTS COMPETITION 
which was accompanied by a $250 
Scholarship. The program series is 
a Public Service presented jointly 
by Station KFI and the Hollywood 
Bow! Association. 


CLEAR CHANNEL 


cts FT ox 
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NBC tor tos ancties Noth 


Represented Nationally by Edward Petry 


and Company, | 


ee 


in; ceeded by R. W. Griffith, formerly 


Pittsburgh district manager. 

Other promotions announced 
are: J. B. Carse, formerly indus- 
trial sales promotion manager, 
product finishes manager; Walter 
L. Snead, manager of the house- 
hold products department, and 
Robert F. Vance, formerly adver- 
tising service manager, assistant 
advertising manager. 


Taber Appoints Schulze 
Taber Instrument Corporation, 

North Tonawanda, N. Y., maker of 

precision equipment, has appoint- 


fae, 
eases 
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ed Arthur P. Schulze public rela- 
tions director. Mr. Schulze, pre- 
viously in the Army, succeeds 
L. S. Barker, vice-president, who 
has relinquished his public rela- 
tions duties to engage solely in 
= and customer service activi- 
ies. 


Hall Elected V.P. 


American Chain & Cable Com- 
| pany, Bridgeport, Conn., has elect- 
ed A. P. Hall vice-president. He 
will continue duties as general 
manager of sales in New York. 


NO “IFS”, “ANDS” OR ‘‘BUTS”’ — HERE ARE FACTS 
ABOUT THE YOUNG MARRIED MOTHER MARKET 


The importance of the Young Married Mother market cannot be over- 
emphasized. Its needs, purchasing power and acceptance of recognized 
brands provide a huge and ready market for astute advertisers in many 
fields. 


But “conjecture, fantasy, presumption and probabilities” may too often 
dim certain basic realizations of marketing fact in reaching this vital 
group. 

True, circulation and costs are important factors in media selection. But 
there is another basis of comparison that may prompt a serious re-con- 
sideration of your magazine schedule. 


That basis of consideration is ACTIVATION, the motive power behind 
magazine reader response. 


THE MOST DARING SURVEY IN THE MAGAZINE FIELD! 


We hold no brief for surveys based on opinions expressed by so called 
“average readers”. But can you mention any more basic, any more 
convincing, any more powerful survey than this?— 


We asked advertisers only one question: “WHAT IS THE MOST 
PRODUCTIVE MAGAZINE MEDIUM ON YOUR SCHEDULE?” 
That’s all. "WHAT IS THE MOST PRODUCTIVE MAGAZINE 
MEDIUM ON YOUR SCHEDULE?” 


Here are just a few replies we received. (More on request.) 


ca 


SECRETS’ BUY-CYCLE 


Advertisers who know and use SECRETS 

unique coverage of the 18 to 35 Age Group 

enjoy four combined psychological result- 

factors we call SECRETS’ BUY-CYCLE. (1) 

Newsstand purchases (99%) promote active 

interest (2) Editorial appeal provides selec- 
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*Highest of any other magazine. 


COMES 


67 West 44th Street 100 N. LoSalle Street 
New York 18, New York Chicago 2, IMlinois 


« ¢ 
SECRETS’ 79.8%* circulation in 
earner group, a ripe and responsive market 
(4) Age Group (18 to 35) with its attendant 
needs, desires and ambitions. 
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CONSIDER: 


9% OF SECRETS’ 
READERS ARE 16-35 


82.3 ZARE WIVES 


27 OF MARRIED 
READERS HAVE ONE 
OR MORE CHILDREN 


NO OTHER GENERAL WOMANS 
Cd Co MAGAZINE CAN CLAIM THIS 
PROVEN, COMCENTRATE D 
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38 
Ontario NIAA Elects 


Alford R. Poyntz, of the Alford 
R. Poyntz Advertising Agency, To- 
ronto, was elected president of 
the National Industrial Adver- 
tisers Association (Ontario chap- 
ter) at the annual meeting held 
in Toronto. Other officers elected 
are: James Totten, vice-president; 


Wes McGregor, secretary; John 
Galilee, treasurer, and Gordon 
Baguley, Edward Beatie and 


George Smith, directors. 


S*THERE’S PLENTY OF 


BUSINESS IN 


‘Look, Don't Leap 
at FM, Shouse 


Warns Weeklies 


‘| Doubt It," He Says 
- of CBS Prediction 
That AM Will Go 


Estes Park, Colo., June 18.—A 
warning to small town newspaper 
publishers interested in FM that, 
“before you leap, look,’ was given 
Saturday by James D. Shouse, 
vice-president in charge of broad- 
casting, Crosley Corporation, at 
the first annual convention of the 
Weekly Newspaper Bureau of the 
National Editorial Association 
(AA, June 17). 

Declaring that “a great many 
smart people” have  prophecied 
where and how amplitude, fre- 


quency modulation and television 
will meet and supplement each 
other, Mr. Shouse, whose company 
is licensee of WLW, Cincinnati, 
said: 

“The Columbia Broadcasting 
System already has on paper an 
FM network of 200 stations, and 
they propose that amplitude modu- 
lation, our present form of broad- 
casting, will rapidly disappear 
from the picture. They may be 
right, but I doubt it.” 

Mr. Shouse said that he felt a 
great deal of the impetus, promo- 
tion and preferential consideration 
given FM arose from the general 
problem of allocating broadcasting 
facilities, as distinguished from 
“any real need” for FM on the 
part of the public. 


Costs More for Receiver 


He emphasized that FM, al- 
though it “will permit almost any- 
one in a small town to build a 
station,” costs the consumer more 
per FM receiver, that it makes 
possible transmission of sounds in- 
audible to the human ear, and he 


(Right) K-8 model.. 


REPRESENTATIVES: 


(Above) Aerial view of the Fort Wayne Works of 
The International Harvester Company where heavy- 
duty International trucks are manufactured. 


-one of the various heavy-duty 
models of International trucks built in Fort Wayne. 


Gort Wayne's “Good Evening” N. 


ALLEN-KLAPP CO. e 


INTERNATIONAL HARVESTER... 


... built in Fort Wayne 
... sold all over the world! 


@ Contributing in an important way to the stability of Fort Wayne as a market 
..- International Harvester Company’s Fort Wayne Works is engaged in the 
wider development of transportation throughout the world. Right now its 
products are helping in reconstruction everywhere. Second largest industry in 
Indiana’s second largest retail market, International Harvester is a source of 
steady employment ... and consistently has been for nearly a quarter century. 
Better trucks for better transportation ...is the aim of the more than 5500 


skilled factory workers employed at this time. 


The News-Sentinel consistently carries more General Advertising than the morning 
and Sunday papers combined. Reason: it is delivered by carrier 
every week day to 97.8% of all homes in Fort Wayne. 


The News-Sentinel 


FORT WAYNE, INDIANA 


—— 


NEW YORK—CHICAGO— DETROIT 


“judged” 98% of the receivers be- 
ing built today are the standard 
type of receiver. Pointing out that 
the American Federation of Mu- 
sicians has ruled that no orchestra 
heard over regular networks may 
be heard on FM affiliates unless 
the same number of musicians are 
paid to stand by for the orchestra 
involved, Mr. Shouse declared: 

“TI have never been able to 
understand why the mere fact of 
being able to do approximately the 
same thing, but in a different way, 
represents an impelling reason to 
induce a replacement of one form 
of broadcasting for another.” 
Later, he added, “After the nov- 
elty wears off, I do not think that 
a great many people are going to 
spend money for receivers which 
are capable of simply providing 
sound that cannot be heard by the 
human ear, although advertising 
is a great thing, and may even be 
able to sell this.” 

Television, he continued, does 
not represent a new way of doing 
“the same thing that has been 
done before.” 
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“It does not supplement a coupe 
with a sedan,” said Mr. Shouse, 
but “it adds an increment to a di- 
mension that is constructive and 
creative.” 


AM Still Available 


Small town publishers, he ad- 
vised, should spend “a modest 
amount of money in analysis and 
investigation” before investing in 
FM. To some, he said, FM “offers 
a real potential for increased serv- 
ice; for others of you, there is still 
some amplitude broadcasting avail- 
able.” 

Several resolutions were passed 
by the 500 publishers attending 
NEA’s 61st annual convention, 
held concurrently with conven- 
tions of the Weekly Newspaper 
Bureau and the National Advertis- 
ing Service. Among these was one 
calling on the incoming president, 
Fred W. Hill, publisher of the 
Hamburg Reporter, Hamburg, Ia., 
and former first vice-president of 
NEA, to name a special committee 
to study ways and means of closer 
cooperation between NAS and the 


V. F. W., original sponsor of 
most great veterans’ gains for 
47 years, is now gaining 50,000 
new members monthly. Adver- 
tise to this great organization of 


| time-proved purpose and integ- 


rity through the intensive read- 


ership of “Foreign Service”’! 


CIRCULATION 


Now 
,600,000! 


FOREIGN 
SERVICE’ 


OFFICIAL PUBLICATION 


VETERAN 
“FOREIG 
WARS 


Bonus Circulation NOW! 


DAN B. JESSE, JR. & ASSOCIATES, INC. 
ADVERTISING DIRECTORS 


10 East 43rd Street, New York 17, N. Y. 


Midwest Representative: 
203 North Wabash Av., 


Raymond J. Ryan, 
Chicago, Illinois. 


Pacific Coast: Ren Averill Company 
617 S. Olive Street, Los Angeles 14, Calif. 
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TAYLOR TALKS—Douglas Taylor, of J. 
P. McKinney & Son, is shown in con- 
versation with E. T. Batchelder, secre- 
tary of the ANA, at the Newspaper 
Advertising Executives convention. 


various state associations, includ- 
ing advisability of direct repre- 
sentation on the NAS board of di- 
rectors by the affiliate state as- 
sociations. The committee is to 
report at the next annual meeting. 


Petition Truman 


Another resolution petitioned 
President Truman to sign HR 2543, 
a bill to require all weekly news- 
papers to make sworn circulation 
statements. Congress approved the 
measure June 14. 

Raymond B. Howard, general 
manager, Madison Press & Demo- 
crat, London, O., was reelected to 
a fourth term as president of 
Newspaper Advertising Service. 
He has been president since its in- 
ception in 1943. 

The annual Amos award of NEA 
for “outstanding service to the 
weekly and small city daily news- 
papers of the United States dur- 
ing the last year’ went to Ed M. 
Anderson, publisher of the Bre- 
vard Times, Brevard, N. C., and 
four other North Carolina week- 
lies. 


Joins Official Films 

Calvin Fox, director of promo- 
tion and research for the Key- 
stone Broadcasting Company for 
the past two years, has resigned 
to accept a newly created position 
of vice-president of Official Films, 
Inc., New York. He will direct 
sales development and research 


activities of the firm, which deals | 


educational and home use. 


Perfex Names Wolff 


Perfex Chemical Laboratory, 
New York, has appointed Lester 
“T,” Wolff, Inc., New York, to 
handle a forthcoming newspaper 
and magazine advertising cam- 
paign for Ded-Lee insecticide. 


SALES 
FIGURES 


from 


GREENSBORO 


are 
Pleasing 
to the 


Eye! 


GREENSBORO 


North 


NEWS-RECORD 


Ingersoll, McCann 
Publish ‘Salute’; 
3 Editors Quit 


New York, June 19.—Contro- 
versy which has bubbled hotly 
around and within the organiza- 
tion producing Salute ever since 
the monthly magazine, staffed by 
former G.I. editors of Yank and 
Stars & Stripes, hit the newsstands 
last spring, boiled up this week. 


Jeremiah C. Ingersoll and Fra- 
zier McCann, both World War II 
veterans, announced purchase of 
the Salute interests of Leverett S. 
Gleason, publisher. Mr. Gleason, 
who also publishes Readers Scope, 
Lovers, Crime Does Not Pay and 
other comic books, has been the 
storm center of political attacks 
alleging him to be pro-Communist 
and Salute Communist-domi- 
nated. 

Almost simultaneously it was 
disclosed that Durbin Lee Horner, 


editorial director; Harry Sions, 
editor, and David Golding, manag- 
ing editor, had quit. All three 
signed a statement emphatically 
denying that political differences 
with the publisher prompted their 
action. “Business and _ editorial 
policies of the publisher” were the 
true reasons, said Mr. Ingersoll. 
“Future plans for Salute call for 
introduction of new features, a 
four-color cover, cartoons and fic- 
tion that will add to its appeal to 
veteran and non-veterans alike,” 
the new publishers announced. 
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Mr. Horner, a former editor of 
the New York Mirror Sunday 
magazine, told AA he and his two 
fellow ‘editors “hope to start an- 
other publication.” 


Issues New Booklet 


Importance of the building mar- 
ket to manufacturers of building 
materials, household equipment 
and appliances, and other prod- 
ucts is discussed in a new booklet, 
“America Builds—Your Oppor- 
tunity,” prepared by Wildrick & 
Miller, New York agency. 


LOOK 
See How Heinz Uses 
Criterion Posters 


To Influence Consumers 
To SAVE FOOD ! 


so that millions can live. 


500,000,000 
People 
Are Hungry- 


DONT 
WASTE 
FOOD 


CRITERION SERVICE ——— 


Pach year, for over 20 years, Heinz has used Criterion successfully 
to influence consumers to buy their famous products. To-day Heinz 


is using Criterion to influence these same consumers to save food 


Despite to-day’s shortages American business is going forward, doing 
its job to make America a better-than-ever country in which to live. 
Famous products must be kept alive by continuous advertising 


Criterion Service takes pride in helping to do this necessary job. 


At a base cost of only 
$3.60 per panel per month. 


; a SSS SSS 
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Allis-Chalmers 
Likely to Drop | 
Boston Symphony 


Milwaukee, June 19.—Reports 
that the general machinery divi- 


ager. He admitted, however, that 
‘due to labor conditions there is 
a “strong possibility” that the 
‘hour-long program will be 
,dropped at the end of its season 
in early August. No decision will 
/be announced until mid-July, Mr. 
'Tofte declared. 


sion of Allis-Chalmers Mfg. Com- | If Allis-Chalmers’ sponsorship 
pany has dropped sponsorship of |°f the Boston orchestra is ended, 
the Boston Symphony Orchestra | Mr. Tofte said, there is an equally 
over ABC were denied this week strong possibility that the general 
by A. R. Tofte, advertising man-' machinery division will remain 


28,209 
~ NOW EMPLOYED 


1945 TOBACCO CROP 
$70,000,000 
250% GAIN SINCE 1935 
PAPER MILL PAYROLL 


$2,000,000 
TO INCREASE 20% 


Charleston 


Industry 


Continues 


to Expand 


The News and Coutrittr tenn 
CHARLESTON EVENING3R BC 


CHARLESTON, S. C. 
REPRESENTED BY THE JOHN BUDD CO. 


RETAIL SALES 


$243,467,000* \ Newspapers 
% OF SOUTH CAROLINA 
A.B.C. CITY ZONE POPULATION \ and Market 
153,123 
UP 61% IN 5 YEARS Continue 


CIRCULATION DAILY 


71,618 
GAIN-60% IN 5 YEARS 


to Advance 


*Figures for 20 counties based on Sales Management Survey of Buying Power, 1946. 


Offers You 
The Largest Paid 
Circulation in the 
Automotive Industry 


NEW YORK CHICAGO 
1501 Broadway 141 W. Jackson Bivd. 
Tom F. Langan Frank X. Finn 


DETROIT LOS ANGELES — 
6432 Cass Ave. 403 W. Eighth St. 
J. C. Ely R. H. Deibler 


CINCINNATI . . . 22 East 12th St. 


PUBLICATION OFFICES 


off the air for almost a year. The 
general machinery division account 
is handled by Compton Advertis- 
ing, New York. 

ABC officials in Chicago were 
reported to have two prospective 
sponsors on the line if Allis- 
Chalmers withdraws. The sym- 
phony will be retained on a sus- 
taining basis, it was said, if a 
sponsor is not signed. 


WKBR Gets Go-ahead 


The FCC has granted Granite 
State Broadcasting Company au- 
thority to operate a 250-watt sta- 
tion at Manchester, N. H., on 1,240 
ke., under the call letters WKBR. 
The company is owned by William 
J. Barkley, executive vice-presi- 
dent of Collins Radio Company, 
and will be affiliated with WKXL, 
Concord, N. H. 


Cosgrove Heads RMA 


R. C. Cosgrove, vice-president 
and general manager of the Cros- 
ley Corporation, Cincinnati, has 
been reelected president of the 
Radio Manufacturers Association, 
Washington, 


Senate Politics Ties Up 
Plans For 1946 Census 

Washington, June 20.—As things 
stand now there may not be a 
Census of Business or Manufac- 
tures for 1946 because a coalition 
of Senators feels that it will be 
putting over a fast one on Henry 
Wallace by not voting the funds. 

Few observers would consider 
Mr. Wallace a spectacularly suc- 
cessful Secretary of Commerce, 
but an even smaller number will 
respect Senators Pat McCarran 
and Styles Bridges for making 
vital statistical services instru- 
ments of political feuding. 

It is unfortunate that repre- 
sentatives of business have not 


taken precautions to protect these 


By STANLEY E. COHEN, Washington Editor. 


‘oe 
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essential appropriations from petty 
|/Senate maneuvering, particularly 
since they escaped a similar move 
in the House by the narrowest 
margin. 

NOTE: The Senate appropria- 
tions committee was more gener- 
ous to Assistant Secretary of State 
Bill Benton, however, restoring 
the full $20 million for overseas 
information work, including short- 
wave broadcasting and the Rus- 
sian language magazine America. 

* * % 

If Congress agrees to more funds 
for FTC trade practice codes, it 
will not be surprising if the com- 
mission goes to work on demon- 
strator services provided by the 
cosmetic industry. Now that FTC’s 
stiff order against Elizabeth Arden 


years ago. 


CHICAGO . DETROIT ° 


all masterpteces arent old 


Since the beginning of what the world calls “culture,” it has jealously 
guarded the works of the masters—old and cherished accomplishments 
that will live for centuries. 


But today, masterpieces are being created by the score, in every field of 
endeavor, with glass, wood, plastics or metal. Here at Reilly, hourly we 
turn out many jewels in metal—electrotypes that will truthfully and 
faithfully reproduce the most delicate type—the work of the artist or 
engraver. We make millions of these modern masterpieces and their qual- 
ity is of a nature that was beyond the ken of the graphic arts a few 


Yes, we know that these Reilly masterpieces won’t live for centuries, 
but we know that they will live long enough to reproduce in perfect 
detail any job you delegate to the art of letter-press printing. 


Based on fundamental scientific principles, the Reilly method of electro- 
type manufacture assures a perfect plate every time. If you try Reilly 
just once, it will mark the beginning of a long friendship. 


ELECTROTYPE COMPANY 


305 EAST 45th STREET, NEW YORK 17, NEW YORK 


INDIANAPOLIS . 


SAN FRANCISCO ° 


LOS ANGELES 
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has been affirmed by the circuit 
court of appeals, the commission 
would like to move fast—prefer- 
ably via a “code’—to subject 
Arden’s competitors to similar 
rules. 

% * 

When Rep. Kefauver holds the 
House small business committtee’s 
monopoly investigation this sum- 
mer, it is quite probable that he 
will look into the close tie-ins be- 
tween certain prominent profes- 
sors of business schools and large 
business organizations. Men like 
Prof. Jules Backman of NYU, who 
was active in the fight against 
OPA, are not popular with small 
business committee Chairman 
Wright Patman. Government 
agencies have become alert to the 
“vetlegger,” the veteran who 
“rents” his reference and acts as 
front for speculators who want to 
buy surplus property. “Vetleggers”’ 
have also abused their preference 
on export licenses so profitably 
that the Office of International 
Trade now demands proof that the 
veteran holds a controlling interest 
in a partnership or corporation 
claiming this preference. 

* % oo 

A total of $2 million of the 
funds which Congress has given 
Housing Expediter Wilson Wyatt 
will be used to build “‘access roads” 
to out-of-the-way government 
timber lands. One of the hardest 
working men in Washington, ac- 
cording to his colleagues, Mr. 
Wyatt expects that he will boost 
lumber production 90,000,000 
board feet this year and 600,000,- 
000 next year by developing these 
new timber sources. 

Appointment of John Steelman 
as reconversion chief ends for the 
moment speculation over the fu- 
ture of the government’s little ‘“ad- 


vertising agency” which Drew 
Dudley quietly set up in the re- | 
conversion office after OWI disap- 
peared, Even if the reconversion | 


office had been allowed to disin-| 
tegrate, as President Truman in-| 
dicated earlier, Dudley was con- | 
fident that advertising is  suffi- 
ciently respected so that he would 
have little trouble finding a new 
“home” for his staff. 

* * * 

With prefabricated housing 
mushrooming into a major new in- 
dustry, the Commerce Department 
is providing an up-to-date list of 
the firms engaging in the business. 
Names and addresses of 333 con- 
cerns in 40 states and the District 


The April Illinois Business Review 
reports a monthly bank debit gain of 
18.4 per cent for the United States... 
for ROCKFORD, a gain of 29.1 per 
cent. Have you guys noticed Rock- 
ford’s always in the front group no 
matter what? 


At the Top in Illinois 


ROCKFORD 
‘MORNING STAR 
REGISTER-REPUBLIC .” 


111,000 oe 
METROPOLITAN POPULATION 


of Columbia can be obtained from 
the Construction Division, Wash- 
ington 25, D. C., by writing for 
“Housing Prefabricators.” 

* oo * 


Hereafter the taxpayer will not 
foot the bill when the government 
provides an arbitrator in a labor 
dispute. Finding that too easy ac- 
cess to a third party tends to in- 
crease the number of: cases, Con- 
ciliation Service Chief Edgar War- 
ren has decided to levy charges of 
$50 to $100 a day on the disputing 
parties. 


Two Dailies Boost Price 


News Tribune, Beaver Falls- 
New Brighton, Pa., and the Val- 
ley News, Tarentum, have in- 
creased their per copy price to five 
cents. 


Cleveland Groups Merge 


to Promote Trade 


The Cleveland World Trade Or- 
ganization, a merger of the Cleve- 
land Inter-American Council and 
the Cleveland Export-Import As- 
sociation, has been formed for the 
purpose of promoting Cleveland’s 
products and services. The organ- 
ization affiliated with the Cleve- 
land Chamber of Commerce will 
encourage foreign business repre- 
sentatives to visit Cleveland and 
train executives in the export- 
import field. , 

Officers include: Charles J. 
Ewald, executive director of the 
Inter-American Council, executive 
director; Charles J. Stilwell, presi- 
dent of Warner & Swasey Com- 
pany, chairman of the board; Al- 
bert E. Reed, vice-president of 
W. S. Tyler Company, vice-chair- 
man, and George Gund, president 


of Cleveland Trust Company, 
treasurer. 


Phillips, Food Packer, 
Resigns Duties to Son 


Col. Albanus Phillips, one of the 
founders and for 44 years head 
of Phillips Packing Company, 
Cambridge, Md., has resigned as 
president and assumed the newly 
created post of chairman of the 
board. New president will be Al- 
banus Phillips Jr., his elder son, 
for 15 years vice-president and 
with the company for more than 
25 years. 

Col. Phillips entered the food 
industry late in the last century 
as a pioneer large-scale oyster 
packer. In 1902, with W. Grason 
Winterbottom, now a vice-presi- 
dent of the company, and the late 
Capt. Levi B. Phillips, he organ- 
ized the Phillips Packing Company 


and began canning tomatoes. Prior 
to the war the company was pro- 
ducing 59 varieties of canned foods 
= _ 20 food plants in Mary- 
and. 


To Cecil & Presbrey 


International Tobacco Company 
of South Africa Ltd., manufacturer 
of Max, Peter Jackson and Du 
Maurier cigarets sold in South 
Africa, has appointed Cecil & 
Presbrey, New York, as advertis- 
ing consultant. 


Charts @ Maps @ Slides @ Statistical 
Analysis @ Graphic Presentation 
CHART-FACTS wre ™S 

NYC 7 
Illustrated Brochure “F” on Request 
Out of town inquiries invited 


SAY... 


DID 1 TELL YOU 


WE COT THE 


*50,000,000-% 


RAISE? 


business to accompany the process. 


y ES, PAY CHECKS of Federal workers in the District of Columbia 


alone will be increased fifty million dollars-a year, effective 
July 1, 1946. As a result of the Federal Pay Act of 1946, the 
classified* Government portion of D. C. payrolls will be $450,- 
000,000.00 for the next fiscal year, according to estimates of the 
Civil Service Commission. And it is good to remember that this 
husky jump in buying income came about—as most of them do 
in Washington—entirely unaccompanied by local industrial 
strife. No strike, no lay-off, no missed payday marred the Wash- 


ington business scene while the raise was “negotiated.” 


Which points up—quite impressively, we think—another rea- 
son why Washington is the nation’s most inviting market for 
national advertisers: D. C. payrolls and income of Washington 
people are not subject to the sudden drops (with consequent 
sags in consumer purchasing) of more-industrial areas. And 


when they change they usually go up—with no disruption of 


*Employees classified under Civil Service. Does not include non-classified or per diem 
workers or military personnel. 


"THEY BUY IT WHEN IT’S ADVERTISED IN THE STAR 
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‘Reader's Digest’ Foreign 


Rates Are Quoted 
To the Editor: 


pression given by a report in your | 
issue of May 27 about international | 
editions of American magazines. 

Your report covered a talk given 
in New York by Myron Zobel, 
publisher of Norte, 
Reader’s Digest was mentioned. 

The report carried the follow- 
ing statement: ‘“Page-per-thou- 
sand rates will stay high, Mr. 
Zobel believes. Current rates are 
about $10 per thousand in over- 
seas editions, and he thinks they 
will not go lower than $6 per 
thousand.” 

Current rates for the eight in- 
ternational editions of the Read- 
er’s Digest which carry advertis- 


in which the) 


|}ing are from $1.75 to $3.40 per| 
|thousand. Our 
| which have just been determined, | their news item. 
I would like to will range from $1.75 to $4.15. 
ask for space to correct an im- | 


rates for 


This department is a reader’s forum. Letters are welcome. 


cerning Mr. Max Twentier stated 


They further stated that all or- 


The 1947 rate for the Reader’s|ders were placed with the com- 


Digest in Spanish, distributed 
throughout Latin America, will be 
$2.10 per thousand, based on 1,- 
000,000 circulation. 
J. B. THOMAS, 
Vice-President, The Reader’s 
Digest International Editions, 


Inc., New be 
> 
Wants a Ring 


To the Baitor® Approximately 
two months ago I heard in a news 
broadcast over radio station KSTP 
an item to the effect that a man by 
the name of Mr. Max Twentier 
was making signet rings for vari- 
ous Army divisions. Their reply 
to my request for information con- 


manding generals of the divisions 
ordering the rings. I am a former 
member of the First Infantry Di- 
vision, and I would like some in- 
formation on how to obtain one 
of these signet rings. If you could 
tell me how I could get in touch 
with Mr. Max Twentier, I would 
appreciate it very much. 
PETER COWGILL, 

University of Minnesota, Min- 

neapolis, 

[Editor’s Note: ADVERTISING 
AGE’s story of Max Twentier, G.I. 
whose postwar signet ring busi- 
ness has been sensationally suc- 
cessful, was widely reprinted and 
commented upon. Mr. Twentier 


‘,..and will Il get the IOWA territory?’’ 


More than ever today, Urban Iowa is a sales- 
man’s prayer! For lowa towns and cities have 


a stability of spending power that means con- 


tinuing profits... 


nomic upsets. To cover this state-wide market 
at low cost, use the Des Moines Sunday Regis- 
ter. More than 70% of Iowa urban families— 
and more than 70% of Iowa wholesalers and 
retailers—read it faithfully. Put Urban Iowa 
on your list with this No. 1 paper! 


freedom from violent eco- 


THE DES MOINES 
REGISTER ann TRIBUNE 


covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


ABC Circulation March 31, 1946: Daily 353,590 — Sunday 450,200 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detroit-Philadelphia 


makes his headquarters in the 
Bank of Bisbee building, Bisbee, 
Ariz. ] 


v Po 
Something to Remember 
To the Editor: In their trade 
paper advertising, York-Heat di- 
vision ‘of York-Shipley, Inc., is 
taking heed of present merchan- 


ne wont 


eg “ 


Ost HO 
THIMQLUGS 


e™) z.. 
= ey] me 


START with Qu 


dising conditions with this timely 
bit of advice — “‘Remember, You 
Won’t Always Be Cracking the 
Whip.” 

Response from dealers and dis- 
tributors indicates that they are 
very much in accord with this 
policy. 

WILMER S. ROBERTS, 

Adrian Bauer Advertising 

Agency, Philadelphia. 


—~ Vo 

Interested in Report 
on Incentive System 

To the Editor: We wonder if 
you would object if we were to 
publish—with full credit to Ap- 
VERTISING AGE, of course—most of 
the article entitled “Incentive Pro- 
gram Lifts Hull-Dobbs to Top 
Sales Rank,” in the F.D.A. Bul- 
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letin of the Rocky Mountain Ford 
Dealers’ Advertising Association, 
Inc., our client here? The bul- 
letin, a mimeographed affair, goes 
out to the dealer members of the 
association in the territory of the 
Denver branch of the Ford Motor 
Company, and on a when-as-and- 
if-there’s-news basis. 

The article of yours referred to 
above, ran on Page 10 of your May 
27 issue. 

Please let us know what your 
policy is on this sort of “lifting.” 

WILLIAM T. BROOKINS, 

Denver Manager, J. Walter 

Thompson Company, Denver. 


[Editor’s Note: We’re glad to 
grant the request. Usually, AA 
has no objection to reprinting of 
its material, with proper credit, 
and upon request. ] 

7. FF ¥ 


Good Will and Prestige 


Important in Australia 


To the Editor: Enclosed I am for- 
warding to you a series of adver- 
tisements prepared on the lines of 
good will and prestige, on behalf 
of one of our big companies here, 
Felt and Textiles of Australia Ltd., 
manufacturer of Feltex floor cov- 
erings. Of course, these floor cov- 
erings are still in very short sup- 
ply and although millions of yards 
are being requested, only about 
25% can be supplied. 

The object of this particular 
series is to make the householders 
realize that quality and appear- 
ance mean a great deal to them 
when they are in a position to re- 
decorate and rearrange their 
homes. Feltex, of course, is not a 
carpet but a felt and the whole 
idea of these advertisements is to 
lend tone to this product. 

The reason for sending this series 
is to let you know how interested 
the people are in this country in 
a higher quality type of propa- 
ganda. We have inserted a line 


* one contract 
* one copy job and 


* One set of original 
‘plates (per insertion) 


* one monthly statement 


status. 


ARKANSAS Med. Society, 
Journal of 
CALIFORNIA and Western 


Med. 
CONNECTICUT State Med. 
Journal 
DELAWARE Med. 
bisTRict OF 
BIA Annals of 


MISSOU et State 
Journal Jour 
COLUM- 


HAWAII Med. Journal 
INDIANA State Med. NORT 
Assn., Journal of Journa 


7 RICH MEDICAL 
1 “ MARKETS a 
wax @ Single Key | 


Whether You Use All 35 Official State Journals — or 
Just One — Your Advertising Calls for Only: 


THE MASTER KEY that unlocks 
this multiple medical market is the 
Cooperative Medical Advertising Bu- 
reau—functioning under the sponsor- 
ship of the American Medical Asso- 
ciation. 


Every Journal belonging to the 
Bureau is published by its own State Medical Association .. . 
every member physician in the 42 states represented .. . 
interest via its local news content, exerts influence through its official 


Finally, the Bureau expedites your entire state medical advertising 
program by reserving space, ordering and delivering you plates to 
publishers and billing all costs. Through the Bureau, you may readily | 
extend your coverage as the sales and distribution picture shifts. 
transaction, one continuing contact, a nation-wide market. 


Readership data and details on the State Journal Group are ready for 
closer examination upon your request. 


COOPERATIVE MEDICAL 


35 member 
Journals 
our ADVERTISING BUREAU 
below. 535 N. Dearborn Street @ Chicago 10, Illinois 
of IOWA State Med. Soc., Journal NORTHWEST MEDICINE 
ALABABA. spurent ie ie wl ae (Ore on, , Washington, Idaho 
ed. -, Journal oO aska 
ARIZONA Medicine KENTUCKY Med. Journal OHIO State Med. Journal 


—— Med. Assn., 
e 

mpCwIGAN State Med. Soc., 
MINNESOTA Medicine 


nal 
NEBRASKA State Med. Jour- 


Assn., NEW ENGLAND ppereat of ssn., ry 
FLORIDA Med. Med. (Mass., New Hamp.) TENWE SEE “state Med. 
RGIA, Journal of Med ag JERSEY, Journal of Assn., pad! 
we f ‘ Med. of TEXAS State Journal of Med. 
— © NEW ORLEANS Med. and VIRGINIA. Med. Monthly 


Surgical Journal 
PF CAROLINA Med, 


reaches 
stimulates 


One 


Journal of OKLAHOMA State Med. Assn., 
Journal of 

PERNSVELVANIA Med. Jour- 
na 

eeene ts Ane aot. ., nat 

Med. Assn., OCKY MOUNTAI Med. 
“journal (Colo., tan Wyo., 


Mex.) 
souTH CAROLINA Med. 


were VIRGINIA Med. Jour- 
WISCONSIN Med. Journal 


cl 
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Advertising Age, June 24, 1946 


at the foot of these advertisements 
inviting the public to request a re- 
production for framing and the re- 
sponse from just a few appear- 
ances has run into many thou- 
sands already. At the end of the 
year we are producing a calendar 


The Giere desrrainee, rmuabic fused om art paper will be sent 
= " Adewrnamg Menage, Feist Bl Gow st. Sybats Wine mila) pices a 


with each month carrying a dif- 
ferent period furniture sketch and 
the necessary date calendar at the 
foot. These advertisements are 
also being reproduced in color. 

The results have been remark- 
able in view of the shortage of 
supply of all types of furniture, 
floor coverings, etc., and we think 
this might be of great interest to 
your readers. We should also be 
glad to know your own opinion of 
these reproductions. 


FRANK GOLDBERG, 
Governing Director, Goldberg 
Advertising (Australia) Pty. 


Ltd., Sydney. | 
vyv¥s iy 
Dealers Like Them 


To the Editor: 
clothes man again. 

Anyway, I thought you might 
be interested in the new twist we 


Here’s that ol’ 


i 


» © ight now we 


haven’t much to show... 


FOMBY’S 


Home of A) Hart Schaffner & Marx Clothes 


have given the clothing shortage 
via Hart Schaffner & Marx deal- 
ers, 

The dealers seem to like them— 
we’ve had more requests for these 
babies than any batch of ads we’ve 
sent out in a long time. 


W. R. PURCELL, 


Batten, Barton, Durstine & 
Osborn, Chicago. | 
haa eA | 
Champion Publishes 


House Editors’ Guides 


To the Editor: Because of your | 
interest in publication matters, | 
we are sending you a copy of the) 
first of a series of books for em-| 
ploye magazine editors and stu-| 
dents of journalism, “House Mag- | 
azine Copy: Writing and Prepara- | 
tion for the Printer,” just pub-! 
lished by The Champion Paper | 
and Fibre Company. 

“House Magazine Copy” dis- | 
cusses corporate journalism in | 
general, comments on the com-| 


pany editor, explores the news 
and feature story as it should be 
handled by house magazine edi- 
tors. It furnishes information for 
the training of reporters, tells how 
to prepare copy for the printer in 
economical and efficient fashion. 
An appendix suggests standard 
works which company editors will 
find valuable to their daily duties, 
winds up with a general bibliog- 
raphy. 

Other books, planned for later 
release, deal with house magazine 
layout, its format, design and 
typography; house magazine il- 
lustration, art, photography and 
reproduction; and house maga- 
zine production by letterpress and 
offset lithography. 

The series is written by K. C. 
Pratt, editor of “Stet,” and will 
be distributed as a service to edi- 
tors and company members inter- 
ested in the growing profession of 
industrial journalism. Copies of 
“House Magazine Copy” may be 
obtained free upon request to ad- 
vertising department, The Cham- 


pion Paper and Fibre Company, 
Hamilton, O. 
F. C. GERHART, 
Advertising Manager, The 
Champion Paper and Fibre 
Company, Hamilton, O. 
v2 2 


‘Welcome’ Booklet 


Runs to 2nd Edition 


To the Editor: While “wel- 
come” booklets are nothing new, 
we have been considerably pleased 
with the success achieved by this 
one used by our client, Superior 
Coach Corporation. 

It has seemed to us that the 
public relations job should include 
the little things as well as the 
big ones, and that a folder such 
as this can do much to make any 
caller feel that he is talking to 
a friend, rather than a corporate 
entity. 

Superior Coach gives these to 
all callers at its Lima plant, 
whether they be salesmen or cus- 
tomers. The first edition—a print- 
ing of 10,000—appeared in Janu- 


ary. Distribution has now begun 
of a second edition, unchanged 
save for the inclusion of principal 
auto roads in the map. 

JOHN PLANK, 

Account Executive, Howard 

Swink Advertising Agency, 

Marion, O. 

[Editor’s Note: The booklet de- 
scribed is pocket-size, informal in 
tone, an 8-page accordion-fold job 
with data on office hours, the 
names of executives, map of Lima, 
history of the company, etc. AA 
has recorded a score or more of 
such publications, and believes 
they are a worth-while addition 
to any organization’s public rela- 
tions activities. ] 


Car Card ‘Study 


To the Editor: Permission is re- 
quested to reprint in part or in 
full your article “PM Whisky 
Ad Attracts 29 per cent in A. R. F. 
Study” appearing on Page 19 of 
the May 6, 1946 issue. 

For your information Loomis 


Advertising Company holds the 


lease of the St. Louis Public Serv- 
ice Company to sell car card ad- 
vertising in their vehicles. 
WESLEY H. Loomis III, 
Vice-President, Loomis Adver- - 
tising Company, St. Louis. 


7, &.# 


A Job for Houdini 


To the Editor: Please tell me 
how the president gets to read 
that issue of Business Week. de- 
picted on Page 13 of your June 10 
issue. 

J. NORMAN McKENZIE, 
Doremus & Co., Boston. 

[Editor’s Note: Mr. McKenzie 
is referring to the Business Week 
ad which shows the president’s 
door guarded by a bear trap, his 
desk completely surrounded by a 
barbed wire barricade, and his 
copy of Business Week securely 
chained down. We don’t know 
how the president reads his copy. 
We don’t even know how he gets 
in his office or to his desk. But 
according to the BW ad, he is 
awfully fond of BW.] 


action. 4| He zs stimulated and interested as he views the 


HE MOTORIST ON THE HIGHWAY knows in- 
stantly that he 2s arriving at a live city when his eyes 
ave greeted by an effective display of 24-sheet posters. 


“Wide awake, smart community’ is his instinctive re- 


colorful posters, because good posters bespeak local pride as well as national 


recognition of a real market. §| And if some advertisers have caught the vision 


that beauty is a vital component of a successful poster, the sense of gratifica- 


tion and pleasure are involuntarily coupled up with strong memory value. A 


brilliantly designed poster, storyful and colorful, ts a sound investment. 


Space and time cost no more. It’s not worth while to rent the opera house 


and stage a “flop”. Beauty in song or picture is never an accident. 4 Where 


does McCandlish come in? McCandlish derives—and we speak for the 


whole organization—a genuine joy in so faithfully reproducing the poster 


design and the indoor display material, that both artist and advertiser 


ave thrilled by the reproduction. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS &% ADVERTISING DISPLAYS 
ROBERTS AVENUE & STOKLEY STREET » PHILADELPHIA 
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‘World Markets’ to Debut Farm Equipment 
A new trade publication, World 


Markets, will soon be published 

weekly a Atlas Publishing Com- Industry Urged 

pany, ew York, publisher of | 

Daily Metal Reporter and other for Price Test 

business publications. Summaries; Kansas City, June 18.—The farm 


4 a tegen a, bag ang equipment industry was held forth 
Spanish and English. The pub-| this week as an ideal choice for a 
lication will be sent to subscrib-| test of price trends after the re- 
ers by air express. moval of all OPA ceilings. 


7S vears ou 


PFORGING AHEAD 0 


Soe 


cae 


There’s a lot of spring in the step 


of San Diego’s 78 year old UNION 
and 51 year old TRIBUNE-SUN! 


Their Editors knew the old San 
Diego . . . and they cater to the new. 


GET LATEST From Society to Sports ... from 
FACTS from World News to City Features, here is 
our National an alert, alive audience for your 
Representatives advertising dollars . . . kept that way 


or write direct. by constructive editorial planning. 


SAN DIEGO UNION: 


and TRIBUNE - SUN” 


Union-Tribune Publishing Co., San Diego, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 
New York » Chicago + Denver » Seattle * Portland * San Francisco Los Angeles 


MO = 


... and waded tA 


THE CHICAGO SUN 


Following Sen. Arthur H. Van- 
denberg’s suggestion during Sen- 
ate debate over OPA extension 
that such an experiment be con- 
ducted, Implement & Tractor, bi- 


|monthly published by Implement 


Trade Journal Company, tele- 
graphed the senator its suggestion 
that the farm equipment industry 
be used. 

“We believe this industry should 
be given opportunity to function 
up to its capacity and that historic 
trade discounts to farm equipment 
dealers be restored,” the publica- 
tion said, adding that the indus- 
try’s use as a guinea pig in war- 
time limitation orders and concen- 
tration of production had brought 
“disastrous results.” 


Add MBS Outlets 


Mutual Broadcasting System, 
which has been annexing affiliates 
at a two-or-three-a-week clip, 
maintained the pace last week by 
adding KAMD, Camden, Ark., and 
WMON, Montgomery, W. Va., 
both 250-watters. Vice-president 
of Camden Radio, Inc., owner of 
KAMD, is Col. Elliott Roosevelt. 
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PERFORMANCE OF ALL TECHNIQUES 


ee 
ea eamemenmmmmmmcsmmmmn ee 
Conc St ps i 272°. 

News Photos mmm 177 

Dominant Photo NIE 217, 

All-Type = 

Dominant Art J 737 

Incidetait °° ME 

Sports Cartoon 9 537% 


Continuity Panels i 497 


Average Performance 902 ads = |OO% 


NAEA LEARNED THIS—This chart, from the Bureau of Advertising, ANPA, 

shows what occupied the center of the stage at the Newspaper Advertising 

Executives Association meeting. Note that the percentages are really index 

numbers and that humor panels drew four and one-half times as many readers 
as did the average food copy. 


Another recent Mutual addition is 
WDSC, Dillon, S. C., 1000 watts, 


daytime only. The net’s string of 
outlets now totals 318. 


why does MONSEN machine-set 


have that 


han d-set_ look? 


because MONSEN-CHICAGO has 


the most complete selection of Locos available ...and 


operators with the know-how to use them. You’ll never 


| get monotonous mechanically-spaced work... always 


an even flow of color in every line... every time! 


400 West Madison St., Chicago 6, Ill. ¢ 250 Park Ave., New York 17, N. Y. 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 North Michigan Avenue » NEW YORK: 230 Park Avenue 


Atlanta+ Charlotte» Dallas» Detroit» Kansas City « Los Angeles «Memphis « St. Louis+San Francisco | 


#=,\ Monsen: Chicago 


22 BAST £E4L158 60186 STREET 


SUPERIOR 1223 
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Says ‘Education’ 
to Decide Future 


Farm Construction 


Washington, June 18.—With 
farmers better off financially than 
ever before in history, the Senate 
small business committee reported 
last week that the volume of farm 
construction in the immediate 
future may depend on efforts to 
make farm families “appreciate” 
higher building standards. 

According to the committee’s 
experts, farmers had accumulated 
by the end of 1944 over $11.5 bil- 
lion in bank deposits and cur- 
rency, probably $3.9 billion in 
U. S. savings bonds and over 
$600,000,000 in warehouse re- 
ceipts. 

The $16 billions of ‘cash re- 
serves” resulted from dramatic 
wartime rise in farm cash income, 
with net income to persons on 
farms from agriculture and from 
government payments soaring 
from $5.5 billion in 1940 to $13.6 
billion in 1944. 


Standards Hard to Change 


Asserting that “unpainted build- 
ings and neglected repairs are not 
always explained by inadequate 
income,” the committee said that 
“it is expected that farm families 
will respond to modernization 
propaganda.” 

“Education and demonstrations 
may significantly affect expendi- 
tures for improvements, but low 
standards that represent long- 
established customs cannot be 
changed easily or in a short time 


ABC Names Koelker 


Anthony J. Koelker, who re- 
turned to the American Broad- 
casting Company’s staff June 1 
following release to inactive duty 
in the Naval reserve, has been ap- 
pointed manager of ABC’s central 
division program sales department 
in Chicago. 


De Angelo Resigns 

Carlo De Angelo, radio producer, 
will leave McCann-Erickson, New 
York, July 1 to free-lance in radio 
and the theater. He will remain 
on call to the agency for assign- 
ments. 


Bana Names Hoefer 

Bana Company, San Francisco 
manufacturer, has appointed John 
H. Hoefer & Co. to handle all ad- 
vertising. 


‘built for making welt shoes for 


| equipment 


Hill & Dale Shoes to 
Be Made in Australia 


Goldberg Footwear Agencies 
Ltd., Sydney, Australia, has signed 
with Dixon - Bartlett Company, 
Baltimore, manufacturer of Hill & 
Dale walking shoes for women, for 
distribution of the company’s shoes 
in Australia. 

The shoes will be manufactured 
in Australia in a factory originally 


the American armed forces. 


Appoints Wank & Wank 


Chanslor & Lyon Company, Los 
Angeles, automotive parts and 
wholesale company, 
has appointed Wank & Wank, San 
Francisco, to handle its adver- 
tising. Western automotive trade 
publications, agricultural papers 


-and direct mail will be used. | 


In his perpetual battle against 
disease, the doctor's word is 
law. He influences the buying 
habits of virtually every Amer- 
ican family in the purchase of 
drugs, foods, clothing, etc. Ob- 


Reaches Every Doctor 


Your Entrance to the 
$4 Billion Medical Market : 


viously, the doctor - 
specifies those prod- | 
ucts with which he * “so 
is most familiar. This familariity 
comes to him through MODERN 
MEDICINE. 


... Every Month 


for a majority of farm families.” 

The. committee estimated that | 
farm construction should average | 
nearly $1 billion a year during | 
the next four years, for only 30% 
of existing farm houses are con-| 
sidered “acceptable,” another 30% | 
“repairable” and 40% “nonrepair- 
able.” 

The committee pointed out that 
fewer than 10% of farm houses 
have running water, and that a 
third of the farm families with 
cash incomes over $1,500 in 1939 
had loans valued at less than 
$1,000. 


Starts Travel Drive 


Pacific Great Eastern Railway, 
through O’Brien Gourlay, Van- 
couver agency, is running ads in 
Vancouver dailies to highlight va- 
cation opportunities. 


Books are news in Dallas and inThe 
Times Herald. Edited by a leading 
Texas literary figure, John William 
Rogers, the pages of intelligent, 
comprehensive Book News are used 
as a reading and buying guide by 
Times Herald readers. The Times | 
Herald has more readers in Dallas 
than any other newspaper. 


THE DALLAS _— 


TIMES 
HERALD 


DALLAS’ GREATEST NEWSPAPER 


* Represented by 


THE BRANHAM COMPANY 


70 million: 


Sales Opportunities 
At the Gas Pumps Each Month! 


SUPER SERVICE STATION Magazine, 
founded in 1929, is published monthly, 
in standard 7” x 10” print page size, 


dnc eannasgrennnengneane 


in its field. 


for owners and 9g 


s of ind p d 
ent super service stations. Its 59,000 
controlled circulation also embraces 


key individuals in the marketing branch 
of the petroleum industry responsible 


for station operation, and TBA mer- 


chandising activities. 


420 Lexington 


WHY ACCESSORIES 
ae i Nig 


IMAGINE what it would mean to other retail businesses, for 
instance a department store, if customers brought their ward- 
robes with them so that an unhampered inspection could be 
made to determine actual needs. Yet, this is exactly what 
happens every time a car Owner stops at a gasoline station to 
buy gas. He is exposed to a sale. 


Today the readers of SUPER SERVICE STATION Magazine 
have more than 70 million customer contacts at their gas 
pumps each month. Arrange to capitalize on these contacts by 
influencing the operators through consistent advertising in 
SUPER SERVICE STATION Magazine. It is the No. 1 book 


THE IRVING-CLOUD PUBLISHING COMPANY 


435 North Michigan Avenue, Chicago 11, Illinois 


Avenue, New York City 17 . 


. . Leader Building, Cleveland 14 


Also publishers of JOBBER TOPICS, the automotive jobber's ‘Bible.’ 


SUPER SERVICE STATION 
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St. Louis to Reach 
Employment Peak, 
Report Predicts 


St. Louis, June 19.— Postwar 
construction and improvement in- 
volving expenditure of $600,000,- 
000 will bring employment in the 
greater St. Louis area to an esti- 


wartime peak reached in 1943— 
according to a report by the 
Greater St. Louis Committee on 
Economic Development, an affiliate 
of the Chamber of Commerce. 

The Greater St. Louis area con- 
stitutes metropolitan St. Louis, St. 
Louis and St. Charles counties in 
Missouri, and Madison and St. 
Clair counties in Illinois, includ- 
ing the city of East St. Louis. 


mated 784,000—12% above the More than $190,000,000 will be 


ssential Papers 
for covering ’ 
NORTH CENTRATZAREAS 


sae 


Hindustan Cite 


(in English) 7 


North and Central India constitute half the Indian 
Continent, and take their due share of your exports. 
The HINDUSTAN TIMES (in English) and HINDU- 
STAN (in Hindi) are most widely read Dailies in the 
Capital City ge in Delhi Province, in the Punjab 
and North-West Frontier Province, the United 
Provinces, Central India and the Central Provinces, 
and the whole of Rajputana. These include the his- ; 
toric and ne cities of Benares, Lucknow, 
Jaipur, Cawnpore, Rawalpindi, Lahore, Bikaner, 
Bhopal, Agra, Jodhpur, Allahabad, Jubbulpore, 
Nagpur, etc., etc. 


= ‘ =: ! 
Hinodust 
(in Hindi) 
In this vast area, the HINDUSTAN TIMES and HINDUSTAN have an extensive readership 
among the middie and upper classes, to whom the papers’ vigorous Nationalist policy, 
up-to-the-minute news service, and modern standards of production make a ready appeal. 
All these readers are potential ele se of a wide range of manufactured goods. Attract 


their interest in your product through the advertising columns of the HINDUSTAN TIMES | 
and HINDUSTAN. 


Rates, specimens and full particulars from: 


The HINDUSTAN TIMES LTD., 


2/3 Salisbury Court, Fleet Street, London, E. C. 4. 
Cables: Hintimes London 


COLLINS 
MILLER & 
HUTCHINGS 


expended on public improvements 
in the St. Louis metropolitan area, 
the report said, with one-third of 
this amount already arranged for 
by the city of St. Louis alone. 
Other major expenditures will be 
in the fields of public utilities, 
public transportation, schools, 
highways, hospitals and housing. 

Greater St. Louis population is 
expected to rise to 1,761,700, an 
increase of 9.3% over the 1943 
figure of 1,610,000, and 23% over 
the ’40 total of 1,432,000. 


Biggers Heads ‘Journal’ 

George C. Biggers, executive 
vice-president and general man- 
ager of the Atlanta Journal, has 
been elected president, succeeding 
the late John A. Brice. Wright 
Bryan, editor of the Journal, has 
been named to succeed Mr. Brice 
as director. 


Thea Tyler Promoted 

Thea Tyler, formerly fashion 
and merchandise director of Miss 
America, New York, has been ap- 
pointed editor-in-chief of the 
magazine. 
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CONVENTION CHAT—In an informal huddle at the Newspaper Advertising 

Executives convention in New York June 10-12 are, left to right: J. Rufus Doig, 

sales manager, O'Mara & Ormsbee, publishers’ representative; Aubrey F. 

Murray, advertising director, New Orleans Times-Picayune; Vincent J. Kelley, 

Jann & Kelley, newspaper representative; Charles E. Arnn, vice-president and 

advertising director, Los Angeles Daily News, and Harvey R. Young, adver- 
tising director, Columbus Dispatch. 


Feggans Joins Gibbons 


J. Scott Feggans, formerly ad- 
vertising manager of Industrial 
Progress, published by Maclean- 
Hunter Publishing Company, To- 
ronto, has joined the creative staff 
of J. J. Gibbons Ltd., Toronto. 


Lynch Promoted 


Jack H. Lynch, sales agent of 
the San Francisco agency of Tide 
Water Associated Oil Company, 
has been promoted to supervisor 
of special product sales in the 


domestic sales division. 


Rural production-line efficiency makes 


The Golden Crescent a rich market for you 


@ Manufacturers hold no exclusive patents on 
streamlined methods of production. The princi- 
ple works in rural America, too ... in sections 
where agriculture is made to pay and pay well 


... such as Fe Golden Crescent. 


In this rich territory—comprising the states of 
Michigan, Ohio and Pennsylvania—farm in- 
come is at an all-time high. These farm folks 


know how to make money. And they know how 


to spend it. Part of it has been shrewdly in- 
vested in “plant” and modern equipment. For 
instance, 70.4% of the farms in this area are 
fully owned by their operators (as compared 


of all farm autos ... and 12.1% of the value 
of all farm implements and machinery. 


Yes, the farmers of 7%e Golden Crescent are. 
independent industrialists ... three million up- 
to-date farm folks who know about electronics 
as well as poultry ... who know the value of 
brand names on advertised goods, and who 
look for those names when making their enor- 
mous and varied purchases. 


HERE IS A COMPACT MARKET which 
you can reach with your sales story—thoroughly 
and economically —using only three publica- 
tions. These are the well-read and completely 
trusted MICHIGAN FARMER, OHIO 


PHOTO -ENGRAVERS 


| 
267 NORTH MicHIGAN AVENUE | 
GHICAGO €, 14418 OFS 


with the national average of 
50.6%). Of all the electrified 
farms in America, 17.2% are in 


Tae Golden Crescent .. . 13.8% 


OHIO FARMER > 


CLEVELAND DETROIT 


FARMER and PENNSYLVANIA FARMER. 


If you’re interested in new and lucrative mar- 


kets, take a close look at Hee Golden Crescent. 


Tae Golden Crescent 


“Your distribution may be national, but your selling is always LOCAL” 


Copyright 1946, Capper-Harman-Slocum, Inc. 


| MICHIGAN FARMER © PENNSYLVANIA FARMER 
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British Ad Papers 
Rap Export Groups 


London, June 12.—Two leading 
British advertising publications, 
World’s Press News and Adver- 
tiser’s Weekly, recently criticized 
activities of the British Export 
Trade Research Organization and 
British Export Trade Advertising 
Corporation (known as Betro and 
Betac, respectively). 

World’s Press News quoted an 
Australian correspondent as say- 
ing that no representative of either 
group as yet has visited that coun- 
try, and published an explanation 
by Betro with the added comment 
that “we don’t imagine this re- 
ply will impress our Australian 
friends very much.” 

A correspondent in Adverviiser’s 
Weekly described “seething dis- 
content and apprehension in the 
foreign advertisement departments 
of some agencies,” and asked, “Is 
there anything Betac can do, not 
necessarily better, but even as 
well, as special representatives can 
do?” He mentioned an anonymous 
list of 20 firms and individuals 
who are “apprehensive” about the 
situation. A published reply by 
Betac invited “apprehensive” par- 
ties to discuss matters with Betac 
at Betac offices. 

Betro (AA, April 30, °45) was 
founded in March, 1945, to aid 
British exports through researches 
in foreign markets. Betac, an ex- 
tension of this service, was estab- 
lished to advise on advertising 
policies. 


Frozen Food Production 
Up 238,000,000 Pounds 


Production of all frozen foods 
increased 238,000,000 pounds in 
1945 over 1944, E. W. Williams, 
publisher of Quick Frozen Foods, 
reports in a survey to appear in 
that magazine in an early issue. 

The frozen food pack of fruit in 
1944 was 315,000,000 pounds, in 
1945, 445,000,000; vegetables were 
285,000,000 in ’44 and 338,000,000 
in ’45; poultry increased from 90 
to 100 million; seafoods, 90 to 120 
million, and cooked frozen foods 
from 10 to 25 million. Production 
figures on frozen meats are not 
available, it was said. 


Ammen Opens Campaign 
Charles Ammen Ltd., Alex- 
andria, La., through Cecil & Pres- 
brey, New York, will schedule a 
seasonal campaign for Ammen’s 
antiseptic powder in Life, News- 
week, Time and drug trade pub- 
lications, as well as car cards in 
New York, Washington, Richmond, 
Norfolk, Atlanta, Memphis, Birm- 
ingham, Augusta and Charleston, 
S. C. The campaign will feature 
a “Hands Off Skin Irritations” 
theme. Special sales drives in co- 
operation with drug chains in New 
York, Chicago and Michigan will 
supplement the campaign. 


Kroger Appoints Stone 
Lester M. Stone has been ap- 
pointed merchandise manager of 
the pork and provisions depart- 
ment of the Kroger Company, Cin- 


cinnati. 


Some New Customers 
Are Waiting For You 


if your business is something 
to eat or drink 


... or something to wear, or just 
about anything. Here’s a market 
that really responds to the “invi- 
tation to buy.” For the Negro 
looks to his race press with con- 
fidence and loyalty. Your adver- 
tising in these papers can win 
the response and regular patron- 
age of this 7 billion dollar mar- 
ket. Get the facts on some of the 
success stories built by advertis- 
ing in this live field. Drop a let- 
ter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


Albert Behrens Moves 


Albert M. Behrens, formerly ad- 
vertising director of Elizabeth 
Arden, Inc., New York, has. been 
appointed advertising and sales 
manager of the newly organized 
Gloria Vanderbilt Corporation, 
New York, manufacturer of per- 
fumes and cosmetics. Advertising 
plans and an agency will be an- 
nounced soon. 


Bonot Names Gravenson 

Bonot Company, manufacturer 
of Rubaiyat, ruby-tipped phono- 
graph needle, has named Graven- 
son Company, New York. National 
Magazines and trade publications 
will be used. 


Mail Service Admen Elect 


_ New officers of the Mail Adver- 
tising Service Association, New 


York, to serve for the coming year 
include Charles S. Morris, Busi- 
ness Letter Service, president; Ed 
Weinberg, Century Letter Service, 
vice-president; Hal O’Neill, Fisher- 
Stevens, treasurer, and Mary Ellen 
Clancy, secretary. 


Shappe-Wilkes Appointed 

Union Sales Company, New 
York manufacturer of the new 
Flasheat electric immersion heater, 
has appointed Shappe-Wilkes, Inc., 
New York, to handle forthcoming 
consumer magazine and newspaper 
advertising. ' 


Names Kettell-Carter 


Kettell-Carter Agency, Boston, 
has been appointed regional rep- 
resentative for station WHCU, 
Ithaca, N. Y., in New York state 
and New England, excluding New 
York City. 


BEAUTY FASHION _ 
Also publiuher of DRUG AND, COSMETIC INDUSTRY | 


“ie record each month 


of the finest perfume 


and cosmetic advertising 


It}. 


chose New Jersey’s First 


sors at WAAT is from “spots” to “programs” —; 


because they know: 


WAAT delivers 


more listeners per dollar 


in America’s 4™ Largest Market” 
than any other station— 


including all 50,000 watters! 


Mothers and Housewives listen with confidence 
to the voice of WAAT in America’s Fourth Largest 
Market! It was natural, 


delicious, fine textured, wholesome bread. For 
15 months 25 “station-breaks’”’ weekly! Since 
January, 1946, Dave Miller, the “Home Town 
Boy’’, has been NBC’s Baker-Boy on the famous 
‘Home Town Frolic” 6 days weekly for 10 min- 
utes. More and more the “‘trend”’ among spon- 


then, that NBC Bread 
Station to tell about this 


* Do you realize this market 
contains over 3% million 
people; more than these 14 


cities combined: Kansas 
City, Indianapolis, Roches- 
ter, Denver, Atlanta, Toledo, 
Omaha, Syracuse, Rich- 
mond, Hartford, Des Moines, 
Spokane, Fort Wayne. 
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Studies Boost 
Ad Readership, 
Starch Shows 


‘|chapter, American Marketing As- 
sociation, last week. 

_ “Readership reports,’ he said, 
“have aided advertising techni- 
cians to prepare advertisements 


New York, June 19.—During the Which attract not only more read-). . 


15 years of magazine readership | €Ts but more thorough reading. 
studies conducted by the Danie]| Some clients have reported to us 
Starch organization, “observation | that they have increased reader- 
of advertising has increased 18% Ship by as much as 100 to 150% 
and ‘read most’ readership has in-| in the case of specific campaigns.” 


creased 24%,” Dr. Daniel Starch) He pointed out that “a factor 


PAPER SHORTAGE? 


That makes us chortle, in a smug and selfish 
way. We've kept two sheets,—and use them 
day by day. One for the proofing and one 
for the job. It keeps our clients happy—if 
more than slightly mad. A hundred thou- 
sand impressions upon a single sheet,—it is 


indeed confusing, but none the less complete. 


HAYNES LITHOGRAPH COMPANY, INC. 


1140 EAST-WEST HIGHWAY SILVER SPRING, MARYLAND 


FALL RIVER 
PAYROLLS 


NOW AT 


ALL TIME HIGH 


275 diversified manufactur- 
ing firms make possible an 
annual payroll exceeding 
$75,000,000. 


FALL RIVER HERALD-NEWS 


Irs = 8 8 8=«—|— 
Represented Nationally by KELLY- SMITH Co. 


New York Philadelphia Chicago Detroit Boston Atlanta San Francisco 


told a meeting of the New York) usually overlooked is forgetting” | 
| by the persons interviewed. ‘“Erro- 


neous recognition, obviously, oc- 
curs and causes an increase in 
results. On the other hand, for- 
getting tends to decrease results. 


tisements observed 10 or more 
seconds are not recognized two 
weeks later by 24% of persons.” 

In addition to readership studies, 
Dr. Starch emphasized, ‘‘a most 
needed step is to devise a meas- 
ure of sales power.”’ In fact, ‘‘we 
have only scratched the surface in 
applying scientific methods to ad- 
vertising and_ sales_ problems. 
Business is still carried on largely 
in a dense fog.” 


Joins Hawaii Newspaper 


Dean D. Sellers, for the past 
year business manager of Hawaii 
Farm and Home magazine and 
former California and Oregon 


newspaper publisher, has been ap- | 


pointed general manager of the 
Tribune-Herald, Hilo, Hawaii. He 
succeeds Mark Pinkston Jr., who 
is now promotion manager of the 
Honolulu Star-Bulletin. 


. Results indicate that adver- | 


| 
| 
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PARODY—Herewith the Ritz Brothers, comedy team, pose in their conception - 


| of "Men of Extinction,’ which ought to be something of a shock to Calvert 
Distilling Corp. 


Sand Joins ‘Parents’ 

Edward A. Sand, formerly cir- 
culation manager of American 
Builder and the Magazine of Wall 
Street, has joined Parents’ Insti- 
tute, Inc., New York, as assistant 
| circulation manager. 


Kuttner Names Kurtze 

Larry Kurtze, formerly senior- 
producer for.the Columbia Broad- 
casting System in Chicago, has 
been appointed radio director of 
Kuttner & Kuttner, Chicago 
agency, 


=! The Reader’s Digest Abroad 


How to advertise in EIGHT languages 


Ask Lockheed, Parker or Studebaker 


In Stockholm, you'll see Lockheed transports landing at Bromma 


Airport—and Lockheed advertising in Swedish. In Cairo, you'll see 
Parker Pens proudly displayed in Egyptian pockets—and Parker ad- 
vertising in Arabic. In Sao Paulo, you'll see Studebaker Trucks spin- 
ning along the Avenida Nove de Julho—and Studebaker advertising 


in Portuguese. 


In five other languages: Spanish, Danish, Finnish, Japanese and 
English (in Australia), you'll find these three great American names 


advertised abroad. All in The Reader’s Digest. 


Talk: to the leaders... 


American exporters use The Reader’s 
Digest as their leading advertising me- 
dium in overseas markets because they 
know The Reader’s Digest is read by 
leaders everywhere. In Cuba, for in- 
stance, 7 out of 10 of all A and B 
families buy The Reader’s Digest in 
Spanish. 


This readership among leading people 
is found in all countries where the 
Digest is published. In Finland, such 
people as the general director of Fin- 
land’s Bank, Sakari Tuomioja. In Syria, 
the president, Shukri Bey El Quatli. 
In Britain, the former Minister of Food, 
Lord Woolton. In Denmark, the foreign 
minister, Gustav Rasmussen. In Brazil, 
her delegate on the U. N. Security 
Council, Pedro Leao Velloso. InSweden, 
Ivar Rooth, president of the Swedish 
National Bank. 


--.in their own language 


“Now youre talking my language” — 
welcome words to every salesman. And 
nowhere do they have more meaning 


than in export advertising. For selling 
abroad begins with selling in the local 
language. 


That’s why Lockheed, Parker and 
Studebaker use The Reader’s Digest in 
all eight languages: Why Champion and 
International Harvester use it in six. 
Why Electric Auto-Lite, Kodak, Swift 
and J. B. Williams use it in five. Ex- 
perienced exporters, all of them—all 
using Reader’s Digest advertising in the 
language of the country where they are 
doing business. (As do 114 other lead- 
ing American advertisers—names on 
request.) 


Like to see how it’s done? 


We'll gladly send you export adver- 
tising tear sheets of leading American 
products in Spanish, Portuguese, Dan- 
ish, Finnish, Swedish, Arabic (Japanese 
and English after July). State which 
languages and which types of product 
interest you. The Reader’s Digest In- 
ternational Editions, Inc., 500 Fifth 
Avenue, New York 18, N. Y. Lacka- 
wanna 4-0900. 


International Editions of 


The Readers Digest 


“Talk to the leaders... in their own language” 
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Biggest Production 
and Ad Campaign 
Begun for Stoves 


Kalamazoo, Mich., June 19.—In 
a bid for the biggest volume in its 
46-year history, Kalamazoo Stove 
& Furnace Company has scrapped 
conventional methods of manufac- 
ture, put in $2,500,000 rebuilding 
its plant along conveyor produc- 
tion line methods, and opened up 
its biggest national advertising 
campaign. 

With color spreads running cur- 
rently in Life and The Saturday 
Evening Post and subsequent four- 
color pages scheduled in Better 
Homes & Gardens, Farm Journal, 
Life and SEP, plus copy in more 
than 175 newspapers chiefly east 
of the Mississippi, the company 
will spend more than $250,000 on 
the campaign. Heavy direct mail 
will also be used to help dealers 
in new customer sales as well as 
to reach the company’s estimated 
9,000,000 old customers. 


Drops Mail Order Sales 


Formerly strongly dependent on 
its mail order sales, the stove 
company has discontinued entirely 
this phase of sales and for the 
first time is selling through de- 
partment stores as well as through 
dealers operating under franchise. 

With the conversion of its pro- 
duction operation to conveyor line 
system, Kalamazoo Stove expects 
maximum output to hit a peak at 
which a stove or furnace will be 
completed every 20 seconds. In- 
crease in number of products will 
include addition to tne company’s 
line of refrigerators and washing 
machines as well as greater num- 
bers of stove and furnace models. 

Furnaces will include warm air 
models of gas, oil and coal firing 
units. Kitchen ranges include gas, 
electric, oil and gas combinations 
and coal and gas combinations. 

Fulton, Morrissey Company, 
Chicago, is the agency. 


Luxembourg Radio 
to Resume Broadcasts 


Radio Luxembourg, leased by 
the Compagnie Luxembourgeoise 
de Radiodiffusion, will start full- 
scale commercial broadcasting July 
1, although contracts are being 
signed with some _ advertisers 
wanting to broadcast prior to that 
time. No more than 100-word 
commercials may be used for each 
quarter hour, while spot announce- 
ments are limited to 40 words. 

Transmission will be in English, 
but London representatives of the 
station said that broadcasts in 
French would be permitted where 
messages are aimed at France, 
Belgium and Switzerland. 


Foley Promotes Two 


Russell Gray Jr., formerly as- 
sistant secretary of the Richard A. 
Foley Advertising Agency, Phila- 
delphia, has been appointed vice- 
president. Wesley Winning, as- 
sistant treasurer, has been named 
to succeed Mr. Gray. 


o BUY 
N 
awe Tguie WENT? 
THE 


*The amount of oil 
equipment now needed 
is staggering. Men who do the 
buying read World Petroleum. 
Complete coverage of top execu- 
tives. 

Under the management of REX W. WADMAN 


WORLD PETROLEUM 


- 2 WEST 45TH STREET Pe 
NEW YORK 19, N.Y. 


Continental Cancels 


Continental Can Company, New 
York, will drop sponsorship of 
“Celebrity Club,” 30-minute Satur- 
day night variety show on the 
CBS network, following the June 
29 broadcast. The cancellation is 
blamed on business conditions. 
Continental Can has aired the 
show in behalf of its institutional 
packaging and plastic products for 
a year and a half. The account is 
handled by Batten, Barton, Dur- 
stine & Osborn. 


To Baker & Hoskins 


Moreton Abbott, former copy- 
writer with Alley & Richards 
Company, Boston, has joined the 
copy staff of Baker & Hoskins, 
New York. 


Enlarges Agency Office 

MacManus, John & Adams, Inc., | 
has movéd its Baltimore, Md., of- | 
fices to larger quarters at 24 E.| 
Twenty-Fifth St. | 


Carrier Strikes 
Create Biggest 
Foot Aid Volume 


Santa Ana, Cal. June 18.— 
Quick to take advantage of foot 
consciousness brought about in 
Los Angeles and neighboring 
cities by recent rail and local trol- 
ley strikes which paralyzed local 
transportation, Burns Cuboid 
Company made hay while the feet 
burned. 

Telling the footsore public via 
newspaper ads to “Get Hep! Your 
Dogs Can Hold Out Forever!”’, 
Burns boosted Cuboid foot bal- 
ancers, metal-free insertions for 
shoes to aid body balance and re- 
lieve foot strain, to such an extent 
that the company reaped its big- 
gest sales harvest in California. 
The product, made in California, 
is marketed nationally through 


selected stores. 
Jaffe & Jaffe, Los Angeles, is 
the agency. 


Joins ‘Magazine Weekly’ 
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Weekly, New York, as advertising 
manager. 


Atkinson Firm Changes 
The firm name of V. E. Atkin- 
son, San Francisco, publishers’ 


Robert H. Brennan, formerly | representative, has been changed 
advertising manager of Magazine |to Atkinson Associates. Offices 
World, has joined Magazine’ remain at 68 Post St. 
wtteral! 

oo 
om, N. MICHIGAN 


E. DELAWARE 


*, 185 
N. WABASH 
410 


N. MICHIGAN 


PRINTING PROD 


Gan Do For Them 


Equipment and Organization is unusual — Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality. 


UCTS CORPORATION 


Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


fm is a large volume of the kind of printing Printing Products 
Corporation is best ——- and organized to produce, so if in 


doubt, it is best to write or phone what is wanted and information will 


be promptly given. 


Here is complete equipment and organization to handle all or any part 
of printing orders in which we specialize—from ILLUSTRATIONS 


and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt o 


Business methods and financial standing are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 


cuts and copy until delivered. 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


New Display Type 


for all printing orders. 


Clean Linotype | 


Monotype and Ludlow 
typesetting. 


All Standard Faces 


print. 


Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 


Products Corporation and associates over $1,000,000 highest standing. 


because of up-to-date equipment and best workmen. 


because of automatic machinery and day and night operation. 


because of superior facilities and efficient management. 


Proper Zuality 
Zuich Delivery 
Right Price 


' A SAVING is often obtained 
in shipping or mailing when 
printing is 
the great central market and 

f distributing point. 


A printing connection with a large, reliable printing establishment 
will save much anxiety regarding attentive service, 


quality and delivery. 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 
L. C. HOPPE 
Vice Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


we ARE STRONG on oUR 


Punting Products 


(THE FORMER ROGERS AND HALL CO. 


gpectAY 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


Telephone, Wabash 3380—tLocal and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


Mailing and Delivery 


H 
service as fast as 
j 
| 


a\t 


of type and special 
faces, if desired. | 


Good Presswork— 
one or more colors. 


Facilities for Binding | 


as fast as the presses 


copies are completed. 


done in Chicago, 


S 


MPANY) 


H. J. WHITCOMB 


Vice President anti 
Assistant Director of 
Sales 


L. C. HOPPE 
Secretary ' 


W. E. FREELAND 
Treasurer 
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Swift's EndoWeed, 
EndoPest, to Go 
National in ‘47 


Chicago, June 18.—National ad- 
vertising of EndoWeed and Endo- 
Pest, new weed and bug exter- 
minators, made by Swift & Co., is 
planned for next year. 

EndoWeed, so new that a stand- 
ard package has not yet been de- 
cided upon, will be tried out with- 
out benefit of advertising this sum- 
mer in 13 selected metropolitan 
areas from Florida to Maine. It 
will probably be marketed as a 
companion to EndoPest, Swift’s 
new all-purpose insecticide which 
has met with considerable success 
on the West Coast during the past 
two years, and in other selected 
markets. 

EndoPest is recommended in 
newspaper ads in “test” markets 
for use on edible fruits and vege- 
tables, “also ideal for flowers, 
shrubs and trees.” It is packed in 
a 10-ounce applicator package 


which “makes its own dust gun.” 
Refillable cartridge packages may 
be obtained. EndoWeed contains 
2-4D, and is mixed with water, 
then applied with spray gun or 
sprinkler can. Eight ounces treats 
1,600 square feet of lawn, accord- 
ing to a “plugger” inserted at the 
foot of a two-column EndoPest 
ad in the June 5 Evening Bulletin, 
Providence. 

J. Walter Thompson Company, 
Chicago, is the agency. 


Levyne Appointed 


S. A. Levyne Company, Balti- 
more agency, has been appointed 
to handle advertising for Recipe 
Foods, Inc., Baltimore, recently 
formed by the merger of Bennett 
Foods Company and Marks’ Prize 
Recipe Foods. Advertising is 
scheduled in more than 30 news- 
papers, 


Harman Names Harrison 


Harman Watch Company, New 
York, has appointed Lester Har- 
rison, Inc., New York, to handle 
forthcoming advertising in radio 
and magazines. 


Sales Execs Continue 


Veterans Guidance 


Veterans Guidance in Advertis- 
ing and Selling, Inc., established 
during the war by the Sales Ex- 
ecutives Club of New York City, 
will continue its free vocational 
guidance and placement service 
for veterans through the next year 
or until the need for it no longer 
exists. Counseling sessions will 
continue to be held Thursdays at 
7 p.m. at the Central Commercial 
High School auditorium. 

The work will be carried on 
with a reduced staff and budget 
in quarters at the Advertising 
Club of New York, after July 1, 
when the resignation of Ruth C. 
Perry, executive director in charge 
of program planning and organ- 
ization for the past year, becomes 
effective. 


Appoints Behr 
Russell A. Behr, formerly ad- 
vertising and _ sales promotion 
manager of Red Jacket Mfg. Com- 
pany, Davenport, Ia., has been ap- 
pointed advertising manager of 
Green Colonial Furnace Company, 
Des Moines. 


There's no doubt about it—Mid-America is grow- 


ing. You see it in the expanding industrial areas— 


and in the prosperous agricultural sections. 

KCMO IS GROWING, TOO! With 50,000 Watts 
Day, 10,000 Watts Night, at 810 ke (now under 
construction), your sales messages will reach every 


corner of this rich and expanding market. 


Represented by John E. 


Copyright 1946, KCMO Broadcasting Co., K. C., Mo. 


Pearson Co. 


Basic ABC e 


Enterprise Films 
Signs Universal 


New York, June 18.—Enterprise 
Productions, Inc., has signed a 
long-term contract with Universal 
Pictures Company whereby Uni- 
versal will distribute all Enter- 
prise pictures throughout the 
world. The agreement calls for 
the release of at least six top- 
budget attractions each year, which 
will be sold individually and apart 
from Universal’s own production. 
Universal will appoint a sales 
manager to handle selling and 
launching of all Enterprise pro- 
ductions, 

The six Enterprise pictures an- 
nounced for the 1946-’47 season to 
be released in the early fall are 
Erich Maria Remarque’s “Arch of 
Triumph,” starring Ingrid-Bergman 
and Charles Boyer; Harry Sher- 
man’s “Ramrod,” with Joel Mc- 
Crea and Veronica Lake; Re- 
marque’s newest book to be pub- 
lished in the fall, “The Other 
Love,” starring Barbara Stan- 
wyck; “The Burning Journey,” 
with John Garfield; ‘“Maggi July,” 
with Ginger Rogers, and “Coup 
de Grace,” casting for which is 
now being sought in England by 
Anatole Litvak, director. 

A second group of Enterprise 
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productions now in active prepa- 


ration includes Libbie Block’s 
“Wild Calendar” for Ginger 
Rogers; Eugene Manlov Rhodes’ 


“They Passed This Way” for Joel 
McCrea, and “The Snake Pit.” 

J. Walter Thompson Company 
handles Universal advertising. 


Yale & Towne Appoints 


McGivena for New Line 

Yale & Towne Mfg. Company, 
Philadelphia and Stamford, Conn., 
has appointed L. E. McGivena Co., 
New York, to handle a new line of 
electrical appliances which will be 
marketed in the fall. Advertising 
will be scheduled in test markets. 
First appliance to be offered will 
be the Tip-Toe electric, automatic 
iron. The new line will be manu- 
factured in Yale & Towne’s Buf- 
falo plant and sold to retailers 
only by franchised jobbers now 
being appointed throughout the 
country. National sales headquar- 
ters for the appliances have been 
established in the Empire State 
building, New York. 

The company’s Philadelphia di- 
vision, which manufactures Kron 
scales and materials - handling 
equipment, places advertising 
through Fuller & Smith & Ross, 
New York, and its Stamford divi- 
sion, which produces pumps, locks 
and the Phantom Doorman, sched- 
ules advertising through James 
Thomas Chirurg Company, Boston. 


Building 
Chemicals 
Appliances 
Exports 
Machinery 
Foods 
Frozen Foods 
Heating 
imports 
New Metals 
Merchandising 
packaging 
Paints 
Plastics 
Housing 
Fuels 
Travel 
Rubber 
Synthetics 
Textiles 
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is enclosed. 


Kansas City, Mo. 


Journal of Lommerce 


53 Park Row, New York 15, N. Y. 


Please send me the next 78 issues, plus a complimentary copy of 
“NEW PRODUCTS and SERVICES.” Subscription check for $5 


[J Check here if you prefer a full year at $20. 
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TO USE, 


SELL, PRODUCE, 
COMPETE WIT 


e Here’s the first detailed pic- 
ture of new products and services now 
competing for today’s markets—fully 
listed in the 32-page tabloid 


““New Products and Services” 


Compiled from a nationwide private 
survey now appearing daily in The 
Journal of Commerce, it brings you up 
to date on mew money-making enter- 


actual competitive operation 


today. Get your copy now while the 
supply lasts—and keep posted on addi- 
tional new developments by reading the 
“‘New Products” column of The Journal 
of Commerce, America’s complete daily 
business newspaper. 


A copy of “NEW PRODUCTS and SERV- 
ICES” will be sent free with a trial subscrip- 
tion to The Journal of Commerce—the next 78 
issues for only $5. For immediate action, mail 
the coupon today. 
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ALL-OUT WELCOME—Part of the grecting extended to a new Heinz Food 

processing plant in Tracy, Cal., was this display of Heinz products, surrounded 

by toys, step-ladders, harnesses and tools in the window of the Western Auto 
Stores branch. 


West Coast Town © 


Becomes Giant 
Heinz Display 


Tracy, Cal., June 18.— Every- 
thing from a jewelry store to a 
chiropractor’s office “sold” H. J. 
Heinz Company products recently 
in a community-wide advertising 
display welcoming a new Heinz 
food processing plant to this area. 

The new plant, occupying a 73- 
acre site and which will employ 
more than 1,500 during peak sea- 
sons, was located here as the re- 
sult of a campaign by members of 
the local Chamber of Commerce 
and the Tracy Press, only newspa- 
per serving the town of 4,500. The 
paper published a special edition 
for the plant-opening ceremonies. 

Every one of the town’s 72 com- 
mercial establishments dressed 
windows or lobbies with either ac- 
tual displays of Heinz “57 Varie- 
ties” or cardboard replicas of Heinz 
bottles and cans. Heinz ketchup and 
vinegar dominated the window of 
the Good Lumber Company; junior 
foods took over Magor’s haber- 
dashery, and ketchup also found 
a place among the diamonds and 
watches in the window of Wat- 
son’s jewelry store. Montgomery 
Ward & Co., J. C. Penney Com- 
pany and Western Auto Store win- 
dows likewise were filled with 
Heinz cans and bottles. All in all, 
it took 32,000 pounds of merchan- 
dise to complete the displays. 


Bauer Replaces Kaiser 


Albert Bauer, assistant general 
manager, Oregon Shipbuilding 
Corporation and Kaiser Company, 
Swan Island, has been made gen- 
eral manager of all Kaiser inter- 
ests in the Portland, Ore., area. 
He succeeds Edgar F. Kaiser, who 
will remain vice-president of the 
company. 


Issues Brochure 


“Pointers on Writing Architec- 
tural Copy,” a brochure released 
by Architectural Record, New 
York, analyzes the architect—tells 
who he is, what he does, how he 
thinks and works. In addition, it 
gives a list of practices for copy 
and illustration and also a check- 
list of 40 effective copy themes. 


LOOK IT UP in 
the MARKET DATA BOOK! 


Mm /OUSTRIAL 
" MARKETING 


T OATA 8008 wuwsen 


CONSUMER MARKETS EDITION 


BUSINESS PUBLICATIONS EDITION 


Knutti Joins Rayhall 


Frank R. Knutti, formerly gen- 
eral manager of Station WORD, 


Spartanburg, S. C., has been 
named general manager of Ray- 
hall Broadcasting Company, Beck- 
ley, W. Va., which operates three 
stations in West Virginia and 
Pennsylvania. 


Appoints Shaw 


Charles Shaw, formerly produc- 
tion manager of Hillman-Shane, 
Los Angeles, has been named pro- 
duction manager of Brisacher, Van 
Norden & Staff, Los Angeles. 


Gage Joins Hicks 

Col. John N. Gage, recently re- 
tired from active duty in the 
Army, in which he served for the 
past 30 years, has joined Jos. W. 
Hicks, Chicago public relations 
and industrial relations counsel, 
as account executive. 


FC&B Names Two V.P.s 

Harold Holt and Elliston Vin- 
son, New York and Hollywood 
managers, respectively, of Foote, 
Cone & Belding’s motion picture 
advertising division, have been 
elected vice-presidents of the 
agency. 


~SPLARHEAD 


= LEADERSHIP AT “POINT OF SALE” 


Don’t Be Satisfied with Ordinary 


Wasteful DIS PLAY 
Way We Suggest... 


s 


Now is the time to employ our counsel 
and services to insure best acceptance, 


maximum use, consistent results. 


We are a Display Agency and co- 
operate fully with your advertising 
agency to “Pipe-in” the force of na- 


tional advertising. 


=  ———— 
= = 


ME 


RCHANDISE “ivi 


51 


YOUR DISTRIBUTION PROMOTION PLANS WITH 


IN THE DEPARTMENT 


Also Complete Services for Every Other Point of 


36 
Write 


Sale Activity 


+ «+ 420 Pictures . .. an Exhibit of Performance 
a copy of it Today on your business letterhead, 


America’s Largest Organization Specializing 


W.L. STENSGAARD & ASSOCIATES, INC. | 


39! N. JUSTINE STREET « CHICAGO 7, ILL. 42 


in Merchandise Presentation 


= 


led an 


OWNER AND OPERATOR OF RADIO STATIONS ww4J AND WENA 


DAN A. CARROLL, 110 E. 42nd St., New York 17 


J. E. LUTZ, Tribune Tower, Chicago 11 
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we're the newest thing in 
Outdoor advertising... 


eh 


.a network of important markets covered by 


progressive companies operating outdoor facilities and 


pledged to give advertisers the finest possible service. 


Our main object is to help advertisers increase their business 
through proper, more effective use of outdoor advertising in the 
1,626 markets of the new Standard Network. The better we make 


outdoor advertising, the more advantageous youll find it to use. 


We plant owners who have formed this closely coordinated 

network —a non-profit organization—are dedicating ourselves 

to the principle of constant improvement in the outdoor medium. Our aim is to 
give you the utmost value and make outdoor more forceful, more productive for 


you than ever before. 


Further details about Standard are contained in 


STANDARD 


: booklet being sent by mail. =e = d OUTDOOR 
like you to remember that Standard’s big function ADVERTISING 


is service.. .yours for the asking. J, 
TC 


525 LEXINGTON AVENUE, SHELTON BUILDING 
l6th FLOOR, NEW YORK 17 «. ELDORADO 5.-2232 
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COINCIDENCE?—These advertisements are reproduced from successive issues of the Chicago Sun- 
day Tribune (comics). 


You Ought to Know . 


Thirty-some-odd years ago sleepy mer- 
chants of a dusty West Texas cow town 
stirred to listen to a young newspaper 


man. He had new ideas about merchan- 
dising. Especially about merchandising 
from the advertising 


standpoint —something 
they’d never bothered 
with beyond printing 
simple signs for their 
respective store fronts. 

Years later these 
same shopkeepers, Or 
their successors, are 
still inclining attentive 
ears to the erstwhile 
newspaper man. Only 
now they are joined 
by nearly every groc- 
ery store proprietor from the Rio Grande 
to the St. Lawrence, from Miami to Van- 
couver. For Wilmot Rogers—and he likes 
to hark back to his Fourth Estate career 
—is using the merchandising principles 
today in promoting Del Monte foods that 
he originally employed to dust off the 
shelves in that lethargic Panhandle com- 
munity. 

Selling canned foods may not sound as 
exciting as covering a four-alarm fire or 
snaking a scoop on a murder. But a few 
minutes spent with Wilmot Rogers in his 
office in the California Packing Corpora- 
tion’s building at 101 California St., San 
Francisco, will convince you that surpris- 


Wilmot Rogers 


« «Wilmot P. Rogers 


ing turns of events occur there with 
almost the same regularity found in the 
busiest city room. As advertising and pro- 
motion director, Mr. Rogers is “bird-dog- 
ging it” most of the time. And his nose 
for news in the food world is as keen as 
the best field trial champion’s. 

Born in West Texas, the son of a 
Methodist circuit rider, Wilmot practi- 
cally “learned to ride ’fore he learned to 
walk.” Well does he remember making 
the circuit with his father. Visions of 
the chicken dinners he shared still dance 
before his eyes when he recalls those 
early days. 

The Rogers family was big—five boys 
and three girls—and a circuit-riding min- 
ister’s income was limited. So Wilmot 
found himself working after school hours 
and Saturdays at the age of 12. The first 
job—printer’s devil on a frontier weekly 
at Farmer, Tex. 

Later, he spent one term at Weather- 
ford College. Then came an appointment 
to West Point. And he took some special 
courses for the entrance exams at South- 


western University. While working on a © 


weekly paper at Beaver, Okla., however, 
romance entered his life, and he didn’t 
arrive at West Point. Instead, he took 
employment in a bank—possibly to im- 
press the girl’s father. 

After his marriage, Wilmot felt the 
journalistic urge again. He, together with 
his father and a brother, bought a daily 


_- OTHER FEATURES 


at Sweetwater, Tex. And it was here 
that he got his start in merchandising. 
For it was his job, in addition to working 
on the editorial content of the paper, to 
handle the advertising. Wilmot learned, 
and the Sweetwater merchants learned. 
Although it was bruising at times, he still 
credits this experience with paving the 
way for his success as an advertising 
man. 

When World War I came along, Wilmot 
received a commission as captain in the 
infantry. His first glimpse of San Fran- 
cisco came when he was transferred to 
Fort Mason. His wife and daughter ac- 
companied him to the West Coast, and it 
was decided then that the family would 
like to make San Francisco their home. 

So they returned after Wilmot received 
his discharge from duty. He had heard 
of the California Packing Corporation 
and decided that it was the place for him. 
But the company had not heard of him. 

In the meantime, he took a temporary 
job selling space in a special edition for 
the Stockton Record. It was then that 
Lady Luck smiled on Wilmot— and on 
California Packing Corporation, too. Dur- 
ing a conversation with an acquaintance 
in the Merchants National Bank in San 
Francisco—an acquaintanceship formed 
when Wilmot floated a $100 loan—he 
mentioned his desire to make a connection 
at Calpak. The banker friend immediately 
called Mr. Hotchkiss, then a vice-presi- 
dent of Calpak, and arranged for an in- 
terview. 

The interview ended with Wilmot 
added to Calpak’s payroll as an assistant 
to William Loucks, promotion manager. 
That was in 1920. When Mr. Loucks re- 
tired in 1932, Wilmot took over the reins. 

These years have seen Del Monte brand 
foods reach the top in sales. As Del 
Monte became the world’s best-known 
canned fruit and vegetable brand, the 
company’s activities reached out to ever 
wider fields. In 1916, fruits were the 
major products. Today it is possible for 
the homemaker anywhere in America to 
fill almost all her canned fruit and vege- 
table needs under this familiar green and 
red label. 

In World War II, canned food produc- 
tion reached an all-time high, a great 
part of which went to lend-lease and to 
our armed forces. Now, Calpak, along 
with the rest of the industry, is again 
devoting itself to refilling empty shelves. 
Wilmot predicts that at least two years 
of excellent crops are needed to bring 
trade inventories up to a fairly even 
level. 

Today, Wilmot’s department is schem- 
ing ways to keep Del Monte goods mov- 
ing after those shelves start filling up 
again. And you may expect to see, be- 
fore too many years, promotion events 


equally successful to the famous Del 
Monte Round-up and Mother Hubbard 
sales. 

Besides supervising his own depart- 
ment, Wilmot spends untold hours in con- 
sultation with account executives from 
McCann-Erickson. And, since his should- 


“ers are broad, numerous extra-curricular 


responsibilities are tossed his way. At 
present he is a member of the advisory 
committee on the public relations pro- 
gram for the Grocery Manufacturers As- 
sociation, member of the board of the 
Broadcast Measurement Bureau and mem- 
ber of the magazine and membership 
committees of the Association of National 
Advertisers. He is on the labeling and 
home economics committees of the Na- 
tional Canners Association and is. fourth 
district vice-president of the Pacific Ad- 
vertising Association. For good measure, 
we'll add that he is a member of the 
board of directors of the San Francisco 
Better Business Bureau and a past presi- 
dent of the San Francisco Advertising 
Club. 

Wilmot Rogers long has led the fight 
on the side of descriptive labeling. He 
has sponsored editorial campaigns on nu- 
trition. And Del Monte was one of the 
first voluntarily to adopt descriptive 
labeling. 

Del Monte--and Wilmot—have taken 
the stand that flavor is the hallmark of 
quality and that flavor cannot be meas- 
ured by arbitrary commercial grading. 

Del Monte labels offer answers to the 
following questions: 1. What is the qual- 
ity?—Del Monte’s reputation for flavor. 
2. What is the product?—Eye-picture of 
the can’s contents, usually in full natural 
color. 3. What’s the style?—Form in 
which the product is packed and the spe- 
cial variety. 4. How many servings?— 
Tells buyer whether contents meet need 
for which she is buying. 5. What’s in the 
can?—Contents by weight, size of can, 
size of fruit, number of servings, richness 
of syrup. 6. Other information—matur-. 
ity of vegetables, ripeness of fruits, con- 
sistency, best method of preparing, sea- 
soning, if any, description of style, if un- 
usual, recipe suggestions, etc. 

In his leisure, when he isn’t entertain- 
ing his three young grandsons, you’ll find 
Wilmot playing golf at the San Francisco 
Golf Club, playing dominoes or poker at 
the Bohemian Club, or out hunting or 
fishing. His home is in Ross, Cal. Not 
an advocate of commuting, however, he 
stays at the Bohemian Club during the 
week. 

Most of the time, Wilmot Rogers is 
thinking about food. As a boy on the 
Methodist circuit in West Texas, it was 
fried chicken. Today, it’s fried chicken 
and Del Monte. 


business Chart of the Week 


AVERAGE MonTHLY FAMILY INCOME 
OF 1.358 INDENTICAL FAMILIES 
OcT.1941 To JAN. 1946 


$180 $243 


$279 $294 


OCT. 4/ 


Cha.from 
Oct-4I 


JAN. '44 
+35% 


SAN. ‘45 SAN. FE 
+55% +63% 
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Outlook Bright | 
for Publishers, 
Analysis Shows 


New York, June 18.—Despite re- 
cent unsettled economic weather, | 
the outlook for the printing and | 
publishing industries remains 
bright, with “sharp earnings 
gains” indicated because of tax | 
reductions, Standard & Poor’s! 
Corporation says in its latest esti- | 
mate of the business outlook for | 
this field. 

Stiff competition and increased | 
production of consumer goods will | 
increase demands for advertising, 
which “this year is expected to 
exceed the estimated $2,386,000,- 
000 of 1945,” the company says, 
adding that recent cancellations of 
sponsored radio programs “are re- 
garded as temporary incidents of 
present economic unsettlement,”’ 
and that “marginal publications 
and radio appear to have borne 
the brunt of the temporary adver- 
tising slump.” 

Despite sharply advanced costs, 
Standard & Poor’s estimates pub- 
lishers’ volume and lowered taxes 
will increase net. For specific pub- 
lishers, it gives these figures on 
earnings per share in 1945 and 
estimated earnings for 1946: Conde 
Nast, $4.28 and $8; Crowell-Collier, 
$1.97 (adjusted for stock split) 
and $4; McCall, $3.53 and $7; Mc- 
Graw-Hill, $2.30 and $4; Time, 
Inc., $3.18 and $8. 

With radio, the organization sees 
FM and television development 
costs, and other rising costs as 
likely to force operating income 
to “drop rather severely this 
year,” although dividends will 
probably be maintained. 

Outdoor volume is rising 
sharply, and although it is re- 
stricted by shortages of materials, 
Standard says, the tax change 


BRIGHT LEAF TOBACCO BELT 


SOON 
5,000 WATTS 


This Washington, in the heart of Eastern 
North Carolina, is the home town of WRRF! 
Also perhaps you didn't know that Eastern 
North Carolina Bright Leaf Tobacco farmers 
sold their 1945 crop for over $175,000,000. 


We want you to know... that WRRF 
serves this market completely ...a market 
of over 600,000 population... with 6,188 
retail stores that do over $100,000,000 an- 


nual sales volume. 


You should know... that 67,144 radio 
homes depend primarily on WRRF for their 
favorite national and local programs. 


Then you will know that WRRF is the only 
“buy"’ to cover Eastern North Carolina... 
WRRF will sell your product in one of Amer- 
ica's richest agricultural belts .. . So remem- 
ber WRRF... This Washington in North 
Carolina — and this ‘‘as good as gold"... 
market. 


HOME OF WRRF 


should permit “good gains in earn- 
ings for companies in this field.” 
Once material shortages and 
labor unrest are solved, printing 
equipment manufacturers should 
find sales and earnings well above 
prewar levels, the service says. 


Detroit's Adcratt 
Club Elects Shumaker 


Elliot Shumaker, national ad- 
vertising manager, Detroit Free 
Press, has been elected president 
of the Adcraft Club of Detroit. 
Others elected include Fred L. 
Black, Nash-Kelvinator Corpora- 
tion, first vice-president; John D. 
Burke, Hearst Advertising Service, 
second vice-president; Robert Mc- 
Ginnis, Maxon, Inc., secretary, and 
C. Leroy Austin, Ernst Kern Com- 
pany, treasurer. Harold M. Hast- 
ings was reappointed secretary 
manager, 


‘Grocer News’ Ups Rate 


Effective Oct. 1, Wholesale 
Grocer News, published by Verst 
Publishing Company, Chicago, will 
increase its basic page rate from 
$165 to $215. 


Armour Tells How It Did 
Biggest Relabeling Job 


New Package Family 
Being Adopted for 
Thousands of Items 


Chicago, June 18.—A _ step-by- 
step case history of one of the 
largest relabeling operations of 
recent years was presented to the 
June meeting of the Chicago chap- 
ter of the American Marketing 
Association when Sam Teitelman, 
manager of sales research for Ar- 
mour & Co., explained how and 
why his company has operated in 
a movement which eventually will 
involve relabeling of several thou- 
sand items in the entire Armour 
line. 

Thus far, Mr. Teitelman said, 
about 800 items have already been 
worked on in the course of a de- 


velopment which actually began 
several years ago, and on which 
work has been under way since 
1943. The first-new Armour label 
to hit retail shelves was the Treet 
label, which the public first saw 
last fall, and others have followed 
along in a steady stream. Despite 
the tremendous volume of relabel- 
ing which has already taken place, 
only top-grade food products have 
thus far been done, and no one is 
willing to guess as to when the 
entire job, including all grades of 
products and all types of non- 
food products, will be completed. 


No One Dissatisfied 


The vast labeling project was 
born in the brain of F. W. Specht, 
Armour’s vice-president in charge 
of sales, who became firmly con- 
vinced that the trend toward self- 
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service and customer ie of 
products put a sales strain on 
labels and packages which has 
never before been equalled, thus 
requiring an entirely new concept 
of labeling. 

A less determined man than Mr. 
Specht might have been discour- 
aged by the fact that, although 
he assiduously invited criticism of 
Armour’s existing labeling among 
salesmen, branch managers and 
everyone else, he could find few 
if any who didn’t think that the 
Armour labels then in use—and 
which had been put into use after 
a thorough redesign job in 1931— 
were outstandingly good and did 
not require a change. 


Play Important Part 


Nevertheless, Mr. Specht knew 
that in the new competition pack- 
ages must do a better job of sell- 
ing themselves than ever before, 
that they must provide instant 
identification and make good dis- 
play pieces. He also knew that 
while the existing labels were good 
individually, they had no particu- 
lar family resemblance, different 
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SNALUABLE REPORTS 
BHOLUTELY FREE! 


STATE OF MICHIGAN 


Worthwhile Plants Reached 
Plants By M. & F. 
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CTORY Survey 


ts! The Michigan 
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Meee gladly sent to you. 
& for your free copies. 


Rated over $1,000,000 383 383 100% 940 
$750,000 to 1,000,000 83 83 100% 135 
500,000 to 750,000 97 97 100% 164 —— 
200,000 to 500,000 170 170 100% 239 
75,000 to 200,000 217 217 100% 248 
Others ? 448* 100% 616 : % 
Total 950 1,398 100% 2,242** \ . 
one are mainly the important unrated plants. | 
ests show each copy of Mill & Factory is read by 5 or 6 plant ) \ 
executives, 
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items in the line frequently looked 
as though they were made by dif- 
ferent companies, and in many 
cases the labels had simply been 
outmoded by changing styles. The 
war period, when sales were al- 
most the least of Armour’s prob- 
lems, seemed like an excellent 
time to make the change, and so 
Raymond Loewy, famous indus- 
trial designer, was commissioned 
in November, 1943, to work on 
the problem. 


Find ‘Armour’ Biggest Asset 


“Mr. Loewy immediately sent 
18 professional shoppers into the 
trade, listening to customers and 
watching buyers’ reactions. His 
shoppers discovered that the Ar- 
mour name was the most impor- 
tant single asset we had,” Mr. 
Teitelman said. “This was not ex- 
actly startling news to us; we 
had suspected it all along, but we 
hadn’t done too much to capitalize 
on it. But Mr. Loewy said if he 
could make the Armour name the 
primary point of all labels, and 
subordinate the ‘Star’ which des- 
ignated our top grade, he would 
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Bacon ! 


IR MOUR 


OLD AND NEW—The new Armour labels, thus far put into use only on top 
grade food products, present a striking contrast with the old. 'Armour's’ has 
become ‘Armour’ and the company name, in standardized style and color, gets 


the big play, along with clear-cut, highly visible product names or 


descrip- 


tions. Pictures, ‘plus lines’ and all extraneous material have been sacrificed 


for neatness and extremely high legibility and visibility. 


go ahead. And he did.” 

Months later the designer’s staff 
came back with designs for a fam- 
ily of labels to cover the entire 
Armour Star food line. The Loewy 
designs had five important char- 
acteristics: 

1. They all emphasized a single 
new Armour trademark, featuring 
the word Armour printed boldly 
in reverse on a rounded maroon 
rectangle, with the Star brand em- 
phasized with a five-pointed star 
overprinted in the upper right 


‘|hand corner, and the word itself 


written out, in small type, under 
the Armour name. Incidentally, 
“Armour’s” became “Armour” in 
the process. 


Product Pictures Eliminated 

2. The Loewy organization de- 
signed several fonts of original 
type faces, in a variety of sizes, 
for use on all the labels. 

3. Each major product group 
in the line was given its own orig- 
inal color combination, using soft, 
muted colors on the pastel side. 

4. All label designs were 
“streamlined,” with the objective 
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MILL AND FACTORY’S CENSUS OF MANUFACTURERS 
«ee On-the-Spot Checks of Industrial Establishments... 
TAKES THE GUESSWORK OUT OF POSTWAR SELLING! 


Seven years have passed since the U. S. Government 
issued its last census of manufacturers. During the inter- 
vening war years there was a mushrooming of industry. 
Now, with war production terminated, temporary war 
plants have closed their doors. At its peak, war inflated 
industry employed close to 15,000,000 workers. Indus- 
trial employment is now below 11,000,000. 


What is the present state of the industrial market? 
Which plants are worth reaching? The next industrial 
census will not be released by the government until 
1948, but fortunately there is a reliable source of infor- 
mation available to you right now. 


THE ONE RELIABLE MEASURE 
TO CURRENT INDUSTRIAL MARKETS 


The ONE reliable guide for today’s industrial market is 
the MILL & FACTORY Census of Manufacturers. This 
study began a year and a half ago. It is being rapidly 
extended to completely cover American Industry. This 
census is entirely different from any other study known 
to have been made. Its facts and figures are derived 
through the cooperation of 1,450 salesmen of leading 
industrial distributors — men in constant personal touch 
with every important industrial area in the country. 


HOW MILL & FACTORY 
OBTAINS THIS AUTHORITATIVE INFORMATION 


MILL & FACTORY is in a fortunate position to make 
these authoritative surveys of industrial markets. This 
is because of MILL & FACTORY’s unique method of 
distribution through subscriptions paid for by indus- 


trial distributors. MILL & FACTORY ’s “circulation 
staff” is the 1,450 salesmen of 135 strategically located 
distributors. These men cover American industry day 
by day. They don’t get their facts by guesswork. They 
“live” in customers’ plants. They know exactly who the 
key men are in each plant — the men who directly in- 
fluence the buying for industry. Their reports are up- 
to-the-minute facts on today’s industrial markets. 


ARE YOU GETTING KEY-MAN COVERAGE 
WITHOUT PAYING FOR DEADHEADS? 


The decisive changes in industry in the past seven years 
bring today’s advertiser face to face with a difficult prob- 
lem: How can the advertiser know whether his message 
is getting key-man coverage without his having to pay 
for circulation that includes a lot of deadheads? 


ELIMINATE GUESSWORK AND GET FULL VALUE 
FOR YOUR ADVERTISING DOLLARS 


MILL & FACTORY’s Census of Manufacturers takes 
guesswork and blue-sky claims out of market potentials. 
That is why sales and marketing executives are using 
these reports in evaluating individual markets and deter- 
mining sales quotas. And that is why advertisers are 
using MILL & FACTORY ’s circulation figures to meas- 
ure their advertising coverage by reliable standards. 
They know that MILL & FACTORY “screens out” those 
readers to whom your message has little, if any, signifi- 
cance, while putting your message into the hands of 
every worthwhile man in every worthwhile plant 
throughout the country. -—- 
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of achieving the greatest possible 
simplicity and legibility. 

5. Product pictures, “plus 
phrases” and all possible extra- 
neous material were eliminated 
from labels, in favor of the clean- 
est-cut, easiest-to-read label pos- 
sible. Even “pure” disappeared 
from the lard and sausage labels, 
for example, the idea being that 
Armour’s Star meant “pure” and 
there was no need to repeat it. 


Testing Begins 


The labels looked good, and de- 
spite the fact that they were a de- 
cided break with tradition, par- 
ticularly from the standpoint of 
eliminating pictures of the prod- 
uct and in discarding the “plus 
phrases” so dear to previous labels, 
they won the general approbation 
of Mr. Specht and other Armour 
officials. Some changes in color 
and design had to be made in them 
from the standpoint of practical 
use, such as eliminating a clean 
sweep of light color on the lard 
package in favor of a sort of pen- 
cil-stripe design, so that the label 
would not develop a soiled ap- 
pearance too easily. 

But obviously Armour could not 
adopt the new labels because they 
“looked good.” Too much was at 
stake to take a chance. So Mr. 
Teitelman was given the job of 
seeing if there were any bugs in 
them, 


Many Unusual Problems 


“We were faced with many pe- 
culiar problems,’ he said. “We 
had here a complete new labeling 
program, and the changes seemed 
logical, but were they? We 
couldn’t make sales tests on them, 
because sales tests didn’t mean a 
thing when products were so 
short and women were taking 
anything. We had no alternative 
designs, and we had an almost 
endless line of products, so that 
if we tried testing each one we’d 
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COMPLETE 
FACILITIES 


WEST 


ELECTROS 
NICKLETYPES 
STEREOTYPES 

MATS 
PLASTIC AND 
RUBBER PLATES 


1045 SANSOME STREET 
SAN FRANCISCO-M, CALIFORNIA 
| -PHONE GARFIELD 0680. 
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be at it for years. 

“There were innumerable things 
we could test: Was Armour a bet- 
ter ‘trade name’ than Star? Was 
it better to have a picture of the 
product on the label? Were we 
losing anything by dropping all 
the plus phrases and descriptions 
of products which we had for- 
merly carried? Were the colors 
right? 


Store Tests Impossible 


“But after checking all the lit- 
erature and making various stabs 
at the problem, we decided that 
what we really wanted to know 
was quite simple: 

“First, were the new labels bet- 
ter or worse than the old? And 
second, did consumers have any 


basic objections to the new labels? 
Was there anything about them 
they really disliked?” 

In an attempt to answer these 
questions, store tests of any kind 
were immediately ruled out for 
the reasons mentioned earlier, and 
consumer preference tests were 
decided upon. In making these 
tests on groups of Chicago women 
in the conventional way—showing 
four or more labels at once and 
asking women to decide which 
they liked best—Armour ran up 
against a major obstacle to this 
form of testing. 


Too Many ‘Experts’ 


Armour discovered, Mr. Teitel- 
man told the marketing men, that 
women were thinking the matter 
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over and giving “expert”? opinions, 
but even more important, brand 
familiarity was swaying their de- 
cisions. The product that the 
woman liked, as a product, was 
almost sure to get her label vote, 
no matter what it looked like; and 
contrariwise, unknown or unliked 
products were damned for their 
labels, regardless of how good the 
labels themselves might be. 

To overcome this difficulty, Mr. 
Teitelman and his associates de- 
veloped a new technique, which 
they named the “paired compari- 
son-flash impression” technique. 
To use it, they devised a small 
carrying case which opened ver- 
tically in the center, providing 
four shallow shelves—two on each 
side—capable of holding half a 
dozen tins of four 12-ounce lunch- 
eon meat products. Instead of ex- 
posing all the labels, however, 
their technique consisted of cover- 
ing all labels with drop curtains. 


How Tests Worked 
With case open and in position, 
subjects were brought in one by 
one, and given a very brief and 


Part ot the 
American 
Scene: 


750,000 ELKS, 


all substantial 


customers! 


< 


Nowhere else can you buy this volume 
of class circulation at $2 per thousand 
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quick “briefing” in the project, 
while no labels were exposed. 
Then the right-hand flap was 
lifted and the subject asked for 
her flash impression of which of 
the two labels—Armour new and 
old—she liked better. As soon as 
she answered, the curtain was 
dropped and the same procedure 
followed with the left-hand dis- 
play, where two competing brands 
were shown. Only after a choice 
had been made on each side were 
both the curtains lifted simulta- 
neously, and the subject asked for 
her final choice of the two semi- 
final winners. 

In this way, a choice was al- 
ways made between two labels 
and no more, and a standard tech- 
nique was developed which per- 


mitted no pondering and no sec-. 


ond-guessing. The first “flash” 
impression was the one sought and 
secured. 

The new and old Armour labels 
were rotated to eliminate possible 
bias between top and bottom por- 
tion, and the same procedure was 
used on competitors’ labels. 


New Labels Win 


Through the Home Arts Guild 
and the Home Economics Center, 
more than 500 women were in- 
dividually tested in this way, with 
results that were most encourag- 
ing. The new labels stood out 
particularly on three important 
points: 

1. Those who liked the new 
labels were much more enthusiastic 
about them than those who pre- 
ferred the old. 

2. On the final test, the new 
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Armour labels showed up much 
better against competitors’ labels 
than the existing Armour labels. 

3. Younger women were pre- 
dominantly impressed with the 
new labels, an indication that they 
were more modern and up-to-date 
in appearance. 


Use Seagram Facilities 


Satisfied, but still not certain, 
Mr. Teitelman and his department 
made arrangements for further 
preference and legibility tests at 
Seagram packaging laboratories in 
Louisville and Baltimore, where 
some 15,000 men and women serve 
as subjects each year. Here, under 
elaborately controlled procedures 
using many mechanical aids, es- 
sentially the same paired-compari- 
son tests were made, and in addi- 
tion exhaustive tests of the legibil- 
ity of the labels were conducted. 
In general, results of these tests 
coincided fairly well with those 
previously made in Chicago, al- 
though Mr. Teitelman still felt 
that package familiarity plays a 
larger role in securing reactions 
than is generally recognized. 

The tests did demonstrate, how- 
ever, that there were no hidden 
defects in the new packages, and 
that in general they were accept- 
able to the public, and as a result 
of them, the relabeling program 
was given the green light. 


Many ‘Plus’ Values 
“This was especially true,” Mr. 
Teitelman said, “because there 
were any number of ‘plus’ values 
to the new designs of which no 
ordinary consumer could be con- 
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LABEL TESTING—The Armour "paired 

comparison—flash technique" of testing 

its new labels is demonstrated by this 

picture sequence. Above, one woman 

at a time is seated before a covered 

case and given a very brief explana- 
tion of the problem. . . 


. . « One flap is raised and the subject 
is asked—quickly—to give her prefer- 
ence between the two labels shown. . . 


. . « The first flap is dropped, the sec- 

ond flap raised, and again the subject 

is asked—quickly—for her preference of 

the labels on two competing prod- 
ucts... 


... Here is the final step. Having 
made a selection between the two la- 
bels at right, and another selection 
between the two at left, the subject 
is requested to make a quick choice 
between the two preliminary winners 
she has already selected. Throughout 
the test she picks a winner from only 
two choices, and flash impressions, with- 
out benefit of afterthought, are delib- 
erately sought. 


scious, but which we recognized 
would be of great value to the 
company. They provided us with: 

“1, A standard and distinctive 
Armour identification which we 
could carry through the entire line. 

“2. Individual colors for each 
major product group. 

“3. Modern and up-to-date 
color combinations. 

“4. Attention value and ease of 
identification. 

“5. Enormously increased pro- 
motional and advertising possibili- 
ties.” 


Here’s an important market 
News Fact to those interested 
as a amine End buy- 

area: ** f+) town 
is 2 inside — 

e stress this to those wh 
think that Philadelphia papers 
do the job here. Emphatically 
NO. Philly's department stores 
have found it out. 
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To take advantage of all these 
“plus” values, Armour is now 
making widespread use of its new 
“trademark” in advertising, store 
promotion and display, in bulle- 
tins to dealers, stationery, business 
cards, checks, annual reports, 
memos, trucks, uniforms, shipping 
containers, etc. 


Widely Used 


Excellent advantage of the new 
design is being taken in advertis- 
ing, especially where the package 
has been made an impressive part 
of all copy, and where the new 
phrase, “The Best and Nothing 
But the Best is Labeled Armour 
Star,” is given frequent emphasis. 
“T think,’ Mr. Teitelman con- 
cluded, “that by means of this 
program we have advanced a long 


‘| way toward a set of labels which 


provide us with quick, clean, mod- 
ern identification, which build into 
powerful, eye-attracting store dis- 
plays, and which give us a lot of 
promotional pluses which we 
didn’t have before. We sacrificed 
a lot of description and ‘plus 
phrasing’ on packages, and we 
went whole hog in eliminating 
pictures of the product, but I 
think we’ve gained far more than 
we've lost. Besides, on those few 
products such as Treet, where we 
use the back panel for a picture 
of the product in use, we now 
have a product picture that means 
something in appetite appeal, 
rather than just a ‘picture.’ We 
are well pleased with Mr. Loewy’s 
designs, and are moving forward 
to complete the relabeling of our 
entire line as quickly as possible.” 

Whether second and third grades 


Se ae pegs 


yet been relabeled, will bear a 
family resemblance to the Star 
line Mr. Teitelman refused to say. 
He also refused to comment on the 
new designs for soap, pharma- 
ceuticals and other non-food items 
in the vast Armour line, asserting 
that final decisions have not yet 
been made on these points. Com- 
plete relabeling of the full line 
will not be completed for several 
years, he implied. 


Behrens to Vanderbilt 


Albert M. Behrens has resigned 
as advertising director of Eliza- 
beth Arden, Inc., New York, to 
become advertising and sales man- 
ager of the newly-organized Gloria 
Vanderbilt Corporation, New York 
manufacturer of perfumes and cos- 
metics. 


of food products, which have not 
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final result. 


Be it on face or stone, make-up is important... but 


only insofar as it contributes to the beauty of the 


No matter how fine the printer’s make-up, the beauty 
of the final result can be enhanced by the paper used. 
Therefore it’s important that you specify the papers 
that actually augment the power and beauty of the 
printed word ... Chillicothe Papers... print-proven 


friends of long standing. They’re the natural team 
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mates of ink and presses. They invite realistic repro- 


duction without exacting a premium in printers’ skills. 


LOGAN AND ADENA 
CHAMOIS TEXT e 


Maker of a distinctive line of fine papers for many uses, including 
such distinguished stocks as 
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“Representatives Available,’ 


—THE ADVERTISING MARKET PLACE 


The rates for this department are as follows: “Help Wanted,” 


preceding publication date. Display advertisements take card rates. 


f “Positions Wanted,” 
50 cents a line, minimum charge $2. Figure bold face heads 25 letters and spaces per 


line; light body face 34 per line. Box numbers add two lines. Terms cash with order. 


HELP WANTED 
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HELP WANTED 


“Representatives Wanted,” and 


Forms close Monday noon 


POSITIONS WANTED 
Advertising-Sales Promotion Man- 
ager, considering change. Thorough 
background newspaper, radio depart. 
store. Negotiations strictly conf. 

Box 8248, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN AVAILABLE 
Experienced, aggressive, proven new 
business getter. Knows industrial 
accounts and agencies in Chicago 
area. College graduate. 

Box 8271, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Position Wanted as Salesman for 
photo-engraving, electrotyping. 20 
years experience. E. W. Brauer, 6055 
S. Spaulding Ave., Chicago. Phone: 
Grovehill 7555. 


COPY—IDEA—CONTACT MAN 
Trigger-quick, versatile. 18 years 
Copy Chief, radio, counsel, 
Unique copy slants. Compel- 
ling merchandising ideas. Excellent 
on contact, presentations. Have un- 
usual access to new business. Chgo. 

Box 8272, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Commercial & Advertising Art—by 
free-lance artist with experience 
in finished art, of labels, boxes, ad- 
vertising and air brush. Write: Box 
1511, Rochester, New York. 


| 
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POSITIONS WANTED 


POSITIONS WANTED 


ADVERTISING 
EXECUTIVE 

Recently discharged from Army and 
immediately available for post of 
advertising manager or assistant to 
director of advertising of very large 
concern. Prior to enlistment served 
as advertising manager ofa national 
advertiser in charge of all depart- 
mental functions and a staff of 11 
employes, administered budget of 
nearly $1,000,000 in all phases of 
advertising activities. College edu- 
eation and 10 years’ advertising and 
allied experience; 37 years_ old, 
married 12 years, two _ children. 
Strong in copy, ideas, merchandising 
and point-of-sale displays and aids. 
Will consider agency copy-contact 
arrangement. For complete back- 
ground resume, please address: 

Box 8277, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ACCOUNT EXEC.—ADV. MGR. 
Takes responsibility, works effi- 
ciently gets high profit results. Pro- 
fessional creative and copy ability, 
sincere effective in contacts. Broad 
experience with prominent manu- 
facturers, famous mail-order house 
and AAAA agencies. $10,000. Avail- 
able in two weeks. 

Box 8276, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Here’s a Promotion-Publicity Man— 
Now publicity director midwest U; 3 
years asst. promotion mgr. Chgo. 
paper. Polished copywriter, idea de- 
veloper, campaign planner, Can han- 
dle ad production, radio, pub. rela- 
tions. 32, married, B.S. deg. 

Box 8273, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


VETERAN of 29, designer of com- 
mercial literature from _ business 
ecards to broadside desires permanent 
position with established printer. 
References furnished upon request. 
Box 8274, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


BUSINESS CONNECTIONS WTD. 
Account Executive controlling good 
paying business $100,000 annually. 
Seeks partnership proposition. 
Knowledge all phases of advertising. 

Box 8275, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations, 

185 N. Wabash Ave. Chicago 


Wanted 
National Sales Manager 

Here is a splendid opportunity for 
a young man with ambition and 
energy, to connect with one of the 
best known electric appliance com- 
panies in the industry. The man we 
seek must have sound merchandising 
ability coupled with enthusiasm and 
drive im directing sales meetings. 
The position is one that opens un- 
limited advancement to the right 
applicant. Write giving full details 
of experience. 

Box 8268, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har., 2063, Chicago 


ADVERTISING CAREER 
for young lady with advertising and 
sales instinct who likes people and 
can talk to groups intelligently. We 
have an opening with brilliant and 
interesting future. Starting salary 
not too large but opportunity really 
exceptional. Write us in detail 
about yourself in confidence. Home 
Arts Guild, 205 N. Michigan, Chgo. 


DIRECT MAIL COPYWRITER 
With intangible selling experience: 
security sales promotion, insurance, 
correspondence courses, ete. Must 
write smooth, interesting, down-to- 
earth copy with more-than-average 
sales appeal. Splendid position awaits 
party willing to try out on free- 
lance basis. J. T. Chiles, 620 Den- 
ham Bldg., Denver, Colorado. 


——— 
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PARENTS BUY MORE! 


Qi) 


: and PARK NTS MAGAZINE is the only medium 


that has all-parent readership in more than 


PARENTS’ MAGAZINE * 


POLLY PIGTAILS xe TRUE AVIATION & 


‘THE PARENTS’ INSTITUTE, INC. - 52 VANDERBILT AVE., NEW YORK 17.8. ¥. + BOSTON - CHICAGO 
BABY CARE MANUAL *& 
The Parents’ Junior Quality Group: CALLING ALL GIRLS x CALLING ALL BOYS %& CALLING ALL KIDS 
SPORT STARS x TRUE COMICS x REAL HEROES x FUNNY BOOK 


YOUR NEW BABY 


ATLANTA » SAN FRANCISCO 
% SCHOOL MANAGEMENT 


TRADE PAPER SPACE SALESMAN 
Experience in marine and food fields 
would be helpful. Long established, 
leader trade paper in its field needs 
a responsible, experienced man for 
permanent position. Write full de- 
tails covering background, experi- 
ence, salary to commence, references. 
Box 8270, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


MISCELLANEOUS 


Agencies. Here’s an excellent op- 
portunity to acquire several top- 
flight transcribed commercial shows. 
Will produce on flat contract fee or 
= outright sale. Auditions 
avail. 

Box 8254, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Krom-a-Tone Post Cards 


Newest, most economical way to 
display any product. 
Samples on Request. 

Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio 


STUDIO AND OFFICE SPACE 


Private or co-op. in beautiful art 
building. Rent low as $30. month. 
63 W. Schiller St., Chgo., Phone: 
Sup. 8810. 


ARE YOU THE MAN? 


A medium size agency, oper- 
ating in one of the largest 
eastern cities and serving only 
national consumer goods ac- 
counts, wants to obtain an ex- 
perienced man as head of its 
Creative Department. 

This is not a job for a “begin- 
ner” nor is it a job for a “has- 
been”, or “floater”. The man 
filling the position must be a 
writer and judge of copy and, 
in addition, be able to work 
with copy and art personnel. 
He should be experienced to 
the point that he can sit down 
with a client and talk selling. 
He should know that successful 
selling copy comes from a 
knowledge of people, their de- 
sires, their buying habits, plus 
adequate product and competi- 
tive research. 

For such a man here is an op- 
portunity to make money, con- 
solidate his future and, when 
his value is established, buy an 
interest in an agency that pro- 
duces profitable sales for its 
clients and makes money for 
its employees and owners. 

If you are the man, write giv- 
ing full details. Your confi- 
dence will be respected. 


Box 6512, Advertising A 
100 E. Ohio St., Chicago 11, Ill. 


STRICTLY DEADLINE PRODUCTION 


Will exchange 10 years experience in 
the Graphic Arts field together with 
my present position as Production 
Mgr. of a 4A Agency for an o por- 
tunity with you who desires ility 
PLUS ambition. Background consists 
of experience and working knowledge 
of isualization, Layout, Artwork, 
Typography, Publishing & Printing 
pr including letterpress, offset, 
roto and silk screen. Background con- 
sists of position as Production Mgr. of 
an A-l engraving shop in Chicago. 
Have my own scales. Halftonometer, 
etc. Will go anywhere there is a real 
eoestuatty. Age 30—married and have 
c > 


Box 6514 Advertising Age 
100 E. Ohio St., Chleuse ++ Ill. 


“I WANT TO CROSS OVER” 
Do your plans include overseas expan- 
sion? Does your European office need a 
young man with a solid British and 
American background? Six years expe- 
rience with a Canadian branch of a top- 
ranking U.S. agency; complete produc- 
tion responsibility on a group. of 
Canada’s largest national advertisers; 
plus R.C.A.F. service as news editor with 
the Directorate of Public Relations in 
England. Copy is ambition and it’s a 
natural, Educated Upper Canada Col- 
lege; age 25; married; one child. 

Box 6513, Advertising Age 
100 E. Ohio St., Chicago 11, Ml. 


ACE TRADE PAPER EDITOR! 


Experienced, versatile, 14 years in 
industrial publishing and advertis- 
ing. Age 34. South or Midwest lo- 
cation only. $7,800. 

P. O. Box 1322, Ft. Worth, Texas 


AD-MGR. 


Now mgr. adv. & SI's Prm. AAA Co. 
s‘I'ng thru autom't'v' j'b'rs. Exp. mkt. 
r's'rch, publ'n, d.m. adv.; ag'ncy contact, 
d'v'l'pm'nt. 41; col. tr'n'd; married; sober; 
worker. 

Box 6510, Advertising Age 


100 E. Ohio St., Chicago II, Illinois 


jc 
C 
b 
la 
p 
p 
fi 


i 58 et |, a % * 7 m | ” 
ee [ — | 
| a -_ ] ae i 
: ee ee a - aa. & 
| ae : 
i — : 
: es es a —— por 
4 --—— ret 
: , - Pp I 
; | ton 
mA cetiaieesiitiintadtiae: Gu 
| | lur 
ee ; 
Te 
: Aish a jt 
. Mi yy ! in 
7 ( ee D PADIO y Pr 
oN . WS, 5 a 
r G4 ver Le) \ 3 “ ey lat 
a <4 ) : bu 
ce 7 ‘ AKA 
\ 9 Ben “a , 
- ————e= = e sii 
. 6 = YH | | 7 
. } we §.. 3 a OS) SI _ Ne 
, ey 0 : é ae 7.» [Jn wat | 
. ih . LO — ee 
- wii - es , = | Re 
oo 7 F - = | fo 
. \" ; —) - , ; | he 
5 ee > Pp =F: = 
‘ Bes i Fem A ae ! , A 
a | . (=~ ._ Ai } cE a i } fi 
’ r~ | 7 & SS Be <<=5 4 
: : a” _ | " AS S q 
= OX 
| pRRENTS pu WORE, not only radios ond NSPE | - 
all home furnishings but food: drugs 
: clothing: ond practical? everything! 
PARENNS pARENTS 
= MAGALINE 90 ee 
. : : S These seas gncresse es with 
confidence and sales eT . about t 
? ? ont yout of act . a two mi ll io 
" oes ee oniisren: 


Si aE 


a 


Advertising Age, June 24, 1946 


Adme Ane 
Armed Forces 


Alexander Kroll (Navy) and Ed- 
ward L. Bond Jr. (Army) have 
joined Young & Rubicam, New 
York, as account executives. 

Stecher-Traung Lithograph Cor- 
poration, with offices in cities from 
coast to coast, has announced the 
return of 12 sales personnel from 
armed service. They and the of- 
fices where they will be located 
are: Gilbert Brooks and Robert D. 
Segerson, Chicago; Con R. Little 
Jr. and Frank Wehner, St. Louis; 
Jerome Neri and Kinross McIn- 
tosh, New York; Bernard T. Mc- 
Guire, Boston; James Benson, Co- 
lumbus, O.; Barrington Jackson, 
Baltimore; Hilton Bennett, Los 
Angeles; Joe W. Lane, Harlingen, 
Tex.; George Miller, Portland, Ore. 


James to Hartwig 


W. Robert James (Army) has 
joined Hartwig Advertising 
Agency, Springfield, III. 

Fred W. Vogel (Army) has re- 
turned to Gardner Publications, 


Inc., Cincinnati, as editor of 
Products Finishing. 
Larry Rothman (Army) has 


joined the staff of the Public Re- 
lations Research Institute, Pitts- 
burgh. 

O. D. McKasson Jr. (Army) and 
James L. Hill (Army) have joined 
Son De Regger Advertising 
Agency, Des Moines. 

Robert A. Richardson (AAF) has 
joined Fuller & Smith & Ross, 
New York, as an account execu- 
tive. 


Roberts Rejoins Y&R 


Franklin L. Roberts has re- 
joined the mechanical production 
department of Young & Rubicam, 
New York. 

George W. Salzer has joined the 
advertising department of Crystal 
Research Laboratories, Inc., Hart- 
ford, Conn. 

Walter M. Windsor (Army) has 
been appointed manager of Sta- 
tion WKNB, New Britain, Conn. 

W. J. Stevens (Canadian Air 
Force) has been named head of 
the art department of Young & 
Rubicam, Montreal. 

George S. MacKay (Canadian 
Army) has joined the Toronto of- 
fice of Canadian Engineering Pub- 
lications Ltd., Montreal, as adver- 
tising representative of Building 
Material News in Toronto and 
central Ontario. 


To Keelor & Stites 


Hayes J. Darby (Army) has 
joined Keelor & Stites Company, 
Cincinnati agency. 

Albert L. Harting (AAF) has 
been named director of public re- 
lations, Southwest Airmotive Com- 
pany, Dallas, distributor of air- 
plane parts and plane maintenance 
firm. 


RIGHT hand, 
for executives! 


Public Relations-Executive 
Assistant 


Qualified by recognized achievement 
in public relations and iéek 
young (34), married (2 children), 
man seeks opportunity in Chicago or 
Midwest with agency or sales-minded 
organization to assume supervision of 
comprehensive SALES RELATIONS 
PROGRAM. 


Excellent references verify proven 
ability for sound creative planning 
and management responsibilities. 


Available on 60 day notice. Back- 
ground summary provided upon re- 
quest on firm letterhead. 


Box 6511, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


EXPANDING INTO SO. 
AMERICAN MARKETS? 


Young woman, exper. market and 
factual research leaving early fall for 
S.A. offers contact for advertisers or 
agencies interested in tapping Latin 
markets. Media, market info. to be 
available. For details write 107 N. 
Orange Dr., Los Angeles 36, Cali- 
fornia. 


Carl L. Goullaud (Navy), Wil- 
liam A. Marshall (Army) and Phil- 
lips T. Stearns (Army) have been 
appointed to the advertising sales 
staff of Medical Economics, Ruth- 
erford, N. J. 

Irving Lander (Army) has re- 
joined Stevens-Lander-Young, Los 
Angeles, as one of the partners in 
the agency. 

Joseph Sill (Army) has joined 
Davis & Beaven, Los Angeles 
agency, where he will be in charge 
of radio and copy. 

Campbell - Mithun, Inc., Minne- 
apolis agency now enlarging its 
quarters, announces the addition 
to its staff of the following ex- 
servicemen: Jim McTighe (Army); 
Ralph B. Campbell Jr. (Army); 
Karl Vollmer (Army); Dick Sleep 
(Navy); George Doyle (Navy); 
Earl Kirmser (Navy) and Kenny 
Ruble (Marine). 

John J. Schneider (Army), the 
29th Kudner employe to return 
from the armed service, has re- 
joined the service department, 
Kudner Agency, Inc., New York. 

Gene Griffin (Army) has joined 
Malcolm Advertising Agency, New 
York, as account executive. 

George W. Weatherby (Navy) 
has joined Deb and Ideal Women’s 


Group, Hollywood, as _ Pacific 
Coast advertising manager. 

George F. Foley Jr. (Coast 
Guard) and Paul E. Morgan (AAF) 
have joined the public relations 
department, Newell-Emmett Com- 
pany, New York. 

S. C. Garfield (AAF) has be- 
come advertising manager of Ab- 
ner A. Wolf, Inc., Detroit whole- 
sale grocer, and American Way 
Stores. 

John Boulle has joined the pro- 
duction department of John A. 
Cairns & Co., New York. 

_ Phil A. Reilly (Navy) has re- 
joined the local sales staff of Sta- 
tion KIRO, Seattle. 

John N. Gage, who has served 
almost continuously with the 
Army for the past 30 years, has 
joined Joseph W. Hicks Organiza- 
tion, Chicago public relations 
counsel, as account executive. 

Daniel Berolzheimer (Army) 
has joined the creative staff of 
Fuller & Smith & Ross, New York. 


Radnai Names Korn 


Radnai, Inc., Philadelphia, maker 
of Radnai greaseless hand cream, 
has appointed J. M. Korn & Co., 
Philadelphia, as its agency. 


4 eRe Kowa ee 


Monsanto Makes 
Paper Fiber Rugs; 
Ad Drive Planned 


St. Louis, June 19.—Plastic 
coated dining room rugs, made of 
paper fiber, will be nationally ad- 
vertised soon by Monsanto Chem- 
ical Company, which has devel- 
oped the rugs and already begun 
production of them. 

Woven on standard mill equip- 
ment, the rugs will be advertised 
as “relatively immune” to food 
or ink stains and as easily cleaned. 
The rugs may be obtained in al- 
most any color. They will not be 
marketed until next fall. Mon- 
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santo officials say the plastic 
coated paper twine may be used 
also for handbags, shoe uppers and 
floor or seat covers. 

Gardner Advertising Company, 
here, handles the account. 


Gulf Trains Employes 


Gulf Oil Corporation, Pittsburgh, 
will put its most comprehensive 
sales and service personnel train- 
ing program in full operation 
shortly, reaching an estimated 45,- 
000 to 50,000 persons. Gulf has 
incorporated speed-up training 
principles used by the Army and 
will use visual training methods, 
motion pictures and sound slide 
films coordinated with actual dem- 
onstration and practice. 


TONE STATS 


IMMEDIATE PICKUP AND DELIVERY 


Photostats toned sepia, blue, or green. 
To help you discover new ways to im- 
prove your layouts, portfolios, etc. We 
will submit ''Free of Charge" an extra 


Royal Photn Service 


tone stat on your first photostat job. 


RAN. 4796 


123 W MADISON sT CHICAGO 2. ILL 


y 


For WFBR—1300 on the Dial—is radio to 
Baltimore. WFBR is the only living, breathing 
radio station that attracts big studio audiences 
and crowds of visitors—a RADIO CITY in 


smaller replica. 


WFBR goes far deeper than a spot on a dial 
by reaching the real Baltimore. And WFBR 


reaches Baltimore by being part of it in 
assuming radio’s community responsibility — 
in juvenile programs —in civic and church 
work — in everything that helps Baltimore. 


And to advertisers, WFBR delivers the 
real Baltimore listener—the one who listens 


and buys. 


MEMBER— AMERICAN BROADCASTING CO. * NATIONAL REPRESENTATIVE— JOHN BLAIR & CO. 
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Gift Industry 
Does Well-But 
Without OPA Aid 


Los Angeles, June 18.—Southern 
California’s gift and art industry, 
doing an annual business of $45,- 
000,000, was cited recently as an 
example of progress in a competi- 
tive market, free from government 
controls. 

James F. Bone, manager of the 
industrial department, Los Angeles 
Chamber of Commerce, offered the 
illustration at a meeting of the 
Advertising Club of Los Angeles 
honoring the industry’s manufac- 
turers and craftsmen. 

Stating that the government does 
not subsidize the industry and 
does not ration its products, and 
that OPA regulations covering 
ceiling prices over its products 
have been generally removed, Mr. 
Bone declared that the industry is 
expanding, flourishing, employing 
an increasing number of persons 
and attracting additional capital 


investment. 

“Since price ceilings were lifted, 
production has expanded and the 
general price level of the indus- 
try’s products has dropped,” he 
said. 

“Here is an industry to study if 
you would like to see how indus- 
try can expand and flourish, and 
prices become truly competitive 
when government controls and 
regulations are lifted,’ he con- 
tinued. “It is important to the 
economy of a growing area such 
as southern California that we 
have an industry such as this, 
capable of expansion today be- 
cause of freedom from govern- 
ment controls and creating jobs 
here for our people.” 


‘Coke’ Bands Off 


The Coca-Cola Company, At- 
lanta, hit by the sugar shortage, 
is pulling “Spotlight Bands” off 
the Mutual network July 12 for 
at least eight weeks. The Mon- 
day-Wednesday-Friday feature is 
tentatively slated to return to the 
air Sept. 9. D’Arcy Advertising 
Company, St. Louis, is the agency. 


‘Film Famine’ 
Threat Seen 
The silver shortage confronting 


the nation’s photographic industry |. 


(AA, June 10) will result in a 
“film famine,” crippling vital 
medical and industrial uses of 
photography, unless Congress acts 
promptly, Howard A. Schumacher 
of Graflex, Inc., Rochester, N. Y., 
warned last week. 

Pointing out that the photo- 
graphic industry has received no 
new silver since the first of the 
year when silver legislation ex- 
pired, Mr. Schumacher, who is 
silver committee chairman of the 
National Association of Photo- 
graphic Manufacturers, said man- 
ufacturers now have only a three 
to ten weeks’ supply remaining. 
He blamed “a small number of 
silver bloc Senators interested in 
higher prices” for the delay in 
Congressional action. 


Cook Joins Ayer 

Clayton Cook, formerly assistant 
city editor of the Philadelphia In- 
quirer, has joined the public rela- 
tions department of N. W. Ayer & 
Son. 


Number One in circulation 


NATIONALLY REPRESENTED BY THE HEARST ADVERTISING SERVICE 


Bird Haven Farm, near Three Oaks, Mich., is where Ben Pitts- 
ford, former Chicago typographer, has “achieved a lifetime ambi- 
tion”—by establishing a small typographic studio called Bird Haven 
Press, which, he says, is an avocation—and carries no worries about 
hour costs and deadlines. . . : 

On June 1 Dr. Frank Stanton, CBS pres., received the degree of 
Doctor of Laws at the college commencement exercises of Birming- 
ham-Southern College, Birmingham, Ala., where he delivered the 
commencement address. . . And Paul Montgomery, a v.p. and di- 
rector of the McGraw-Hill Publishing Co. and publisher of Business 
Week, returned to his alma mater (class of 1913), James Millikin 
U., Decatur, Ill., to receive the honorary degree of Doctor of Busi- 
ness Administration. . . 

It’s a busy season for executives of the Business Publishers In- 
ternational Corp., with pres. John Abbink (who is also chairman 
of the Nat’l Foreign Trade Council) leaving for Paris to attend the 
annual meeting of the International Chamber of Commerce which 
began on June 19; F. Joseph Muller, chief, trade counselors staff, 
recently journeying to Newcastle, Pa., to speak on “The Connection 
between Foreign Trade and World Peace” before a joint session 
of the Rotary Club and the Chamber of Commerce, and J. Clifford 


see 


ALL THERE—When Foote, Cone & Belding held a cocktail party for its San 

Francisco clients June 3, it upset tradition by inviting other local agency men. 

In this group are Messrs. Cone and Belding, at left, and Emerson Foote, at 

right, while in the center are Leon Livingston, Leon Livingston Advertising 

Agency; Carl Eastman, N. W. Ayer & Son, and Howard Williams, Young & 
Rubicam. 


Stark on a trip to South America to study plans for opening a 
Brazilian office and to contact the Argentina office. . . 

American Tobacco’s pres., George W. Hill, has presented an Ori- 
ental fawn, the first of its kind in Manhattan, to the Central Park 
ZOO. . . 

George F. Taubeneck, ed. and publ. of Air Conditioning & Re- 
frigeration News, Detroit, is the author of ‘“Let’s Go to Australia,” 
just published by Conjure House, the book div. of Business News 
Publishing Co. . . Jack Storey, pres. of the Cincinnati Academy of 
Commercial Art, headed the committee in charge of the annual stag 
picnic held by the Advertisers Club of Cincinnati June 11... 

Robert McAndrews, western ad and promotion manager of NBC, 
will resume the course in “Principles of Radio Advertising,” which 
he conducted before the war, for the U. of Cal. extension division. 
The classes, starting in September, will be held one night a week 
in NBC’s Hollywood studios. . . 

Jim Bishop, director of public relations for Hixson - O’Donnell 
Advertising, Los Angeles, has sold his second story this year to 
Coronet. Both have been on women scientists—the first a micro- 
paleoichthyologist, the second a herpetologist, which means that the 
first one looks at prehistoric fish fossils through a microscope, and 
the last is the only woman in history to ever make playmates out 
of king cobras. . . 

Maurice Crowther, ad mgr. of Household, New York, kept up his 
old custom of sending Father’s Day ties to space buyers. This was 
the 10th year that the lucky guys on his list have received the re- 
membrances. .. William Ross, of KALE, was winner of the three- 
minute speech contest held by the Oregon Adclub, Portland, and 
received the cash prize of $30 plus the right to represent the club 
at the PAA convention in Spokane... 

Jennings Pierce, NBC director of station relations for the western 
division, flew to Mexico City aboard the inaugural non-stop flight 
of CIA, Mexicana De Aviacion, Pan American World Airways 
affiliate. . . The Little Gallery, in E. Delaware Pl., Chicago, is 
showing, currently, 13 water colors and oils by Charles Kemp, a 
Cincinnatian who has been an advertising artist in Chicago for 
more than 20 years. The pictures in the show are the result of a 
switch from the artist’s usual industrial scenes to marines, which 
he has been painting for pleasure for the past few years... 

Mary Miller, radio dir. of Newman, Lynde & Associates, Jack- 
sonville, Fla., is on a six-weeks’ leave of absence to attend the 
summer radio workshop at New York University. .. New pres. of 
the University of Pennsylvania Alumni Club of Hartford is C. Rus- 
sell Noyes, assistant ad manager of Phoenix Mutual Life Ins. Co. . . 

Gov; Edward Martin has presented the Distinguished Service 
Medal of the Commonwealth of Pennsylvania to Maj. Gen. Edward 
J. Stackpole Jr., pres. of the Harrisburg Telegraph, for “unusual 
service to Pennsylvania” during the war years. .. It’s back to 
college for E. E. Ames, who retires as v.p. and dir. of sales of Gen- 
eral Box Co., Chicago, in July. He will continue as a board mem- 
ber of the company, but will return to his alma mater, Wabash 
College, as director of alumni activities. . . 

Mercedes Hurst, of Commonwealth Edison Company, a past pres. 
of the Women’s Adclub of Chicago and a former AFA vice-pres., 
was one of the fortunate people who escaped without injury from 
the LaSalle Hotel the night of the fire. “Merc,” who had lived at 
the hostelry for several years, made her way down a fire escape 
from the 17th floor... 


Ad 
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60 War Veterans 
Help ‘Life’ Sell 
Stores on Medium 


New York, June 20.—Life cur- 
rently has more than 60 “retail 
representatives” calling on leading 
retailers in the nation’s first .50 
markets, with the object of edu- 
cating retailers to the power of 
national advertising. 

Another purpose of the program 
is to train veterans for jobs in the 
advertising and selling fields. Life, 
like other employers, had many 
employes who returned from com- 
bat fitted for jobs with far more 
responsibility and salary than the 
ones they had prior to getting into 
service. These men, while po- 
tentially fine timber for media, ad- 
vertisers and agencies, lacked the 
experience to fill jobs immediately. 


Work Locally 


The retail representative pro- 
gram is calculated to provide the 
trainees with a year to 18 months’ 
experience in calling on retailers 
and in knowledge of distributive 
practices. A typical representative 
gets several weeks of training at 
Life headquarters in New York, 
and then returns to a territory 
with which he is familiar. This 
means that the man who calls on 
Dallas retailers is apt to be a 
Texan, already familiar with the 
leading outlets. It also means 
that, since most of the men are 
married and have families, there 
is a minimum of readjustment 
necessary. 

The program was launched in 
November, and the last of the 
classes is now in the process of 
being trained. Although trainees 
were instructed to regard the pro- 
gram as a stepping-stone to a bet- 
ter job, there has been very little 
turnover. Life officials think the 
small turnover indicates that the 
trainees agree with the program’s 


basic concept, that 12 to 18 months’ 
training is necessary. 

While the basic intention of the | 
program is to educate retailers to | 
the benefits of national magazine 
advertising, Life says flatly that 
there is (1) no service to indi- 
vidual advertisers, (2) no pressure 
on retailers to accept displays or 
otherwise cooperate in merchan- 
dising, (3) no formal presentation, 
and (4) that the retail representa- 
tive is purely an educator, getting 
an education. 


Results Are Intangible 


Life officials think that it’s too 
early to evaluate the program in 
concrete results, although it will 
undoubtedly come up for discus- 
sion during the magazine’s sales 
meetings during the coming week. 
In the first place, the program is | 
an educational one. In the second | 
place, the promotion of the maga- | 
zine and the increased knowledge | 
of the trainee are likewise intang- 
ible. Initial retailer response has 
been enthusiastic. 

One obvious benefit accrues from | 
the program: The representatives | 
keep a sensitive finger on the re- | 
tailer’s pulse, and are able to sup- | 
ply the publication with accurate, | 


CONTINUED 
LEADERSHIP IN THE 
_ CANDY vgn 
ss BERST* IN : 
ADVERTISING LINEAGE 


Don Gussow, Editor & Publisher 
33 W. 42nd St. New York 18, N. Y. 


on-the-ground data. This pipeline 
to the retailer is helpful, but Life 
reiterates that it is not the pur- 
pose of the program, nor is it con- 
templated that the program will 
eventually be converted into a re- 
tailer research program. 


Carter Products 
Doubles ABC Time 


New York, June 20.— Carter 
Products, Inc., which sponsors 
Jimmie Fidler’s movie news on 
ABC Sundays 9:45-10 p.m., EDT, 
has bought the preceding 15-min- 
ute period, currently occupied by 
Fiorello H. LaGuardia’s unspon- 
sored commentary, and will switch 
Fidler into that spot. starting 
July 7. 


Carter, through the Small & 
Seiffer, Inc., will introduce a new 
show, as yet unannounced, in the 
spot vacated by Fidler. The movie 
columnist is heard for Arrid de- 
odorant. 

LaGuardia, whose sponsorship 
by Liberty was canceled recently 
(AA, June 3), is expected to be 
shifted to a Tuesday or Wednes- 
day night spot. His $1,000 weekly 
contract with ABC does not run 
out until Dec. 31. 

In other time shifts announced 
by ABC this week, Charles E. 
Hires Company’s “Sunday Evening 
Party,” handled by N. W. Ayer & 
Son, moves from 6:30 to 6 p.m., 
EDT, beginning July 7, and Club 
Aluminum Products Company’s 
“Club Time,” handled through the 
Trade Development Corporation, 


moves from Saturday at 10:15 a.m. 
to Mondays at 10:45 a.m., effective 
June 24. 


Business Paper 
Editors Elect Officers 


Paul Wooton, Chilton Company, 
was reelected president of National 
Conference of Business Paper Edi- 
tors at a meeting in Washington 
June 14. Julien Elfenbein, Haire 
Publishing Company, was named 
eastern vice-president, and W. W. 
Gothard, Domestic Engineering, 
western vice-president. James G. 
Lyne, Simmons - Boardman Pub- 
lishing Company, is_ secretary- 
treasurer. 

Executive committee members 
are Charles J. Heale, Hardware 
Age, chairman; Bror Nordberg, 
Rock Products; Frank Steinebach, 
Foundry; L. C. Morrow, Factory; 
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Kenneth Stowell, Architectural 
Record; James Warren, Ahrens 
Publishing Company; Eric Bram- 
ley, American Aviation; and J. D. 
Wilder, Kenney Publishing Com- 
pany. 


Gets Florida Publicity 


Florida News & Photo Service, 
Tallahassee and Jacksonville, has 
been formed to take over publicity 
for the state, except motion pic- 
tures, effective Aug. 1. | 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 
THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft* Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 1]. 


“Trademarks Reg. U.S. Pot OF. 


“Can be summed up in 
one word... clean” 


ART DIRECTORS are not only keenly critical of the editorial treatment 
of their favorite newspaper, but with a practiced artistic eye evaluate it 


from the standpoint of typography and make-up. Outstanding art directors 


in various fields prefer The Sun, again convincing evidence of its read- 


ability and further corroboration of the findings of the L. M. Clark organ- 
ization, whose independent research rates The Sun "one of America's best 


read metropolitan dailies." 


HAROLD C. McNULTY, Art Director i 
Batten, Barton, Durstine & Osborn, Inc. | 


“The Sun is my evening paper. I’ve read it i 
for years. It never sensationalizes the news, 
but shoots it straight, without bias. The 
typography is attractive and easy to read. Its 
editorial and features, even the comics, can 
be summed up in one word ,. .‘clean. 


,9? 


HARRY O'BRIEN, Art Director 
Columbia Broadcasting System, Inc. 


“The Sun is a very useful newspaper for an 
art director. Its columns on art and 
raphy are outstanding, its typograp 
format are of very high quality. Its ads, too, 
are of higher quality than those in other 
papers... their make-up is cleaner.” 


— 
y and 


JUKE GOODMAN, Art Director, Saks-Fifth Avenue 


“T read The Sun for its excellent and full 
coverage of the news. Its special news stories 
are not presented in condensed form... they 
bring the entire and authentic report, straight 
and unbiased, and leave it to the reader to 
form his own opinion, The Antiques and Art 
pages are outstanding in The Sun and here, 
too, the coverage is large and complete.” 


Represented in Chicago, 
Angeles by Williams, 


Detroit, 
Lawrence & Cresmer Company; 


San Francisco and is 
n 


Boston, Tilton S. Bell. 


SOME OF 
THE SUN'S 
FAMOUS 
FEATURE 
WRITERS 


* 


GRANTLAND RICE 


The most respected name 
among the nation's 
sports writers. His col- 
umn "Setting the Pace" 
is a shining example of 
virile, informed sports 
reporting. 


* 


GAULT MacGOWAN 


War veteran, Sun war 
correspondent, author, 
explorer, world traveller 
now reports the Euro- 
pean political and eco- 
nomic scene. 


* 


VIRGINIA FORBES 


Restaurant-wise column- 
ist of "Cafe Life in New 
York," also directs The 
Sun's famed ‘Where to 
Dine Bureau." 


* 


GEORGE TREVOR 


Magazine writer, author- 
ity on intercollegiate 
football and other ama- 
teur sports, George 
Trevor is a feature that 
makes The Sun’s sports 
pages outstanding. 


* 


WARD MOREHOUSE 


Accomplished author, 
playwright, scenarist, 
and drama critic, re- 
ports and reviews the 
New York Theatre with 
"Broadway After Dark.” 


THE SUN COUNTS WHERE OPINION COUNTS 


Po ; : = , : : i . Mis » sh ati 3 ok 
oe 
| | a oe] 

ose 
- 
| eer | i 
| fae 
es 
| = 
oe 
er 
a er Lae : 
| 0 
a ae ee ee ee RM PEERS TE CE SL RS Se 
| 
| - 

. i 9) 
| ia Ea 
| bel ETE, - 

ue | , 
| : oe 

a —— 
| ate 
| : i= ; ee 
| Ze - a 2 
io 1 Z oF 
| a \ a os brs 
i ii re es 
. cee Oe 
? ori 
ene ae ; 
ee 
, Te eee 
f j 2 é “. ‘ 
i ¢* pa ey me 4 | : 
| a ; om ; cae: 
em “ Hi = 
= 
ad . ad ie Mer 
,. Li ee > 
ieee hr 
fA a tt hen 
| ee 
ee <} | . Po a 
| g£ oes veeaale 
| ae SUN 
dani | NEW YORK 
i Se eeeEetée — 
i __2 eae . 4 g 
He | : . 
eMC ‘4 \IN TRIES oe | : 
ICCA | (VANDY. INDUS Te ba | : 3 ce oe hiss 
‘& ag meeseree — ed ¢) m re ee 7 - —_ ~ 
; © | ie oe aor ee sg 
o 3 ‘ oh. : " 7 s : 


62 
more for something which will 
CIO-PAC Instructs bring more in the end than to pay 
less and get less for your money.” 
Members to Use He cites as examples the spots 


* « . ‘used by PAC in the _ successful 
Radio In Elections | campaign of “Big Jim” Folsom, 
(Continued from Page 1) | newly elected governor of Ala- 
edlians axe to be held is in-|*™* 
cluded with the bulletin. 

In announcing his office’s readi- | 
ness to handle the production of The second PAC campaign will 
spots for local candidates, Mr.|be on registration and “get-out- 
Reitman says that “the obstacles | the-vote” themes, mentioning no 
of expense in these productions | specific candidates. These spots 
are always the biggest, for spot will be transcribed by the national 
announcements are e x pensive.| PAC and furnished to local groups 
There is no use denying that. But/to be played on local stations. 
the results, something we can | “This should involve no cost,” the 
learn from the big business, are bulletin says. “Tell your station 
tremendous. It is wiser to pay | managers that insofar as registra- 
tion is concerned, it is the duty of 
| the station, under FCC regulations 
|which call for radio’s use in the 
| public service, to inform their lis- 
|teners about registration, the time, 
|dates and place. If you have any 
| trouble securing time for these an- 
/nouncements, let us know.” 

The bulletin also urges use of 
local talent wherever possible, cit- 


Others ‘Involve No Cost’ 


S T.<«53 «8 SE F* Ft 


MISSOURI A MARKET 
nde 


ST. JOSEPH NEWS-PRESS 
- St. Hoscph Gazette 


ing the Alabama spots as an ex- 
ample. Local dramatic groups, 
college dramatic societies, and local 
newspapermen are suggested as 
talent sources. 

Mr. Reitman gives the following 
definition of which spots PAC 
should pay for and which should 
be free: “Remember, these time 
costs should apply mainly to an- 
nouncements where a candidate’s 
name is mentioned or where is- 
sues are discussed as part of the 
primary campaign.” 


G-E Postpones Opening 

Labor difficulties and material 
shortages have forced an indefinite 
postponement of the reopening of 
the General Electric Lighting In- 
stitute in Nela Park, Cleveland, 
which was scheduled for the week 
of Aug. 5 (AA, June 17). 


Lane Shops to Harris 


Marjorie Lane Shops, women’s 
wear chain in Long Island and 
Westchester County, N. Y., has 
appointed Ralph Harris, Advertis- 


ing, New York. 


Senate Opponents 
Knock Out Funds 


for New Census 


BULLETIN 

Washington, June 21.— As the 
Senate neared a vote on the Cen- 
sus Bureau’s appropriation, the 
U. S. Chamber of Commerce ap- 
pealed today for restoration of the 
Census of Business and Census of 
Manufactures. 

Asserting that “the entire busi- 
ness community depends on these, 
studies in planning production and | 
marketing,” the chamber wrote 
Senate President Pro-tem Ken-| 
neth McKellar: “It is difficult to 
understand present denial of in-— 
formation tools on which business | 
has long relied.” 


Washington, June 20.—The pos- | 
sibility arose this week that the 
next Census of Business will be. 
in 1950, as a coalition headed by | 
Sen. Styles Bridges (R., N. H.) 


Yes, when one ex- 
changes his dollars 
for tickets at the track, 
it does give some 
mental comfort to 
know that one’s choice oat-burner can return those 
dollars with some profit if he wins, places or shows. 
Horses have been known, of course, to come home... 
out of the money. Or shouldn't we have mentioned that? 


When a merchant or manufacturer exchanges his 
dollars for newspaper advertising, though, he wants, 
and has every right to expect, nothing 
but “win money.” 


Advertising in the Pittsburgh Sun- 
Telegraph has never been a gamble. 
Advertisers themselves tell us so day 


Win "Ya¢6 op Show 2 


: SWELL SYSTEM ay 
NE RACE TRacy ONLY 
——, 


Sun-lelegraph 


after day ... yes, they tell us of the very gratifying 
—and even amazing results they get from their 
advertising in this newspaper. 


We're always pleased to hear their success stories. 
But there’s really nothing startling about the fact that 
they do get a handsome return on the advertising 
dollars they spend—for you see, Sun-Telegraph 
families have the money to spend and do spend it. 
We know whereof we speak because they spend 
$6,000,000 a year with us just to have the Sun-Telegraph 
in their homes seven days a week. They are our 
customers ... and yours if you make them so by 
advertising to them in their favorite newspaper. 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Offices in Principal Cities 


deleted a $17,000,000 budget re 
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vE FATHER 


And to prove you're s “POP” bring in a child's shoe, or » schoo! 
tepors-card, or 2 lock of “Junior's” hair—or a biesh cerwticate 
or tell us a bright saying of your fvorive of isp 
ether gadget to let our doorkeeper know thi 
tolife FATHER—sith a yen so play, af reed 
with those realistic LIONEL electric stains. The marvelous oem 
LIONEL showroom will be open TUESDAY — 


4 
Exclusively eaten t 
So they can play with 


LIONEL TRAINS 


— 1 gon "t ce 
,9t05* |r a | 
seeks always open vo a "telans ~ JOST Hare Foy 


THE LIONEL CORPORATION, 15 EAST 26th STREET, N.Y. C. 


FOR POP ONLY—Dads got a break 

the Tuesday before Father's Day, when 

Lionel Corp., New York, offered a day 

of play with Lionel electric trains via 
this newspaper ad. 


quest which would have financed 
a Census of Manufactures and 
Census of Business covering 1946. 

Asserting that it could find “no 
specific authority” for the collec- 
tion of statistics on business and 
manufactures for 1946, the Senate 
appropriations cummittee refused 
to approve funds which the House 
had already voted for the Census 
Bureau. 


Says Studies Can Be Made 


Since Congress had appro- 
priated money last year for the 
preparation of these census 
studies, the newly-discovered lack 
of authority was easily traced to 
Senate opponents of Commerce 
Secretary Henry Wallace. 

Census Chief J. C. Capt con- 
ceded that existing legislation calls 
for the next Census of Manufac- 
tures in 1948 and the next Census 
of Business in 1950, but he con- 
tended that the Department of 
Commerce can undertake special 
investigations whenever the Presi- 
dent, Congress or Secretary finds 
them necessary. 

In asserting that it “does not 
condone and will not abet the 
practice of extending the scope 
of statutory authority,” the com- 
mittee reversed the position taken 
by both houses a year ago when 
they provided several hundred 
thousand dollars to get the 1946 
studies under way. 


Unless the full Senate reverses 
'the committee, or unless a con- 


|ference between the houses re- | 


| stores the funds, the project will 
have to be abandoned, Mr. Capt 
| said. 

Since House approval of the 
| $17,000,000 fund last April came 
‘on a split-hair vote, there was 
considerable question whether the 
|} appropriation would survive the 
|Republican plan to junk the 


| census. 


‘Pot of Gold’ Show 
Due for Revival? 


Word is current in radio circles 
that “Pot of Gold,’ one of the 
hottest listener-getters ever to hit 
the air, is due for a comeback. 
| Lewis-Howe Company, maker of 
| Tums and original sponsor of the 
| show, is reported shopping through 
|its agency, Roche, Williams & 
| Cleary, for a network spot for the 
| program starting in the fall. The 
| trick would be—as_ before—to 
_select by chance one of the na- 
| tion’s 11,000,000 telephone homes 
and give away $1,000 if the call 
is answered. 

The original “Pot of Gold” went 
off the air in 1941 after the FCC 
|made several unsuccessful stabs 
at banning it on grounds that it 
was a “lottery.” Reports that the 
idea has been revived are said to 
| have put FCC officials on the trail 
| again for a way of prohibiting it. 
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Advertising Age, June 24, 1946 


Most Ad Depts. 
Now Perform at 
Least 10 Jobs 


(Continued from Page 1) 


operative advertising, package de- 
sig work, market research, public 
rdiaiians motion pictures or slide 
films, employe Publications, con- 
sumer or school meetings, cere- 
monies such as “E” awards, em- 
ploye morale posters, facilities for 
public functions, materials for in- 
terpreting company policies to 
employes, promotional material to 
stockholders, dealer meetings, sales 
analysis work, pre-testing prod- 
ucts, and preparing speeches for 
others. 


et Other Duties Filled 


Fewer of these departments are 
fully responsible for preparing 
employe relations films, releases 
and bulletins to stockholders, ar- 
ranging employe parties, games, 


or .material for stockholders’ 
meetings, advertising for new em- 
ployes, and “preparing material 
for use in dealing with the gov- 
ernment.” 

In all of these functions, how- 
ever, McKinsey & Co. found, more 
than 25% of all the reporting com- 
panies said that their advertising 
depattments were at least par-| 
tially engaged. 

The current study is a sequel 
to “Organization and Operation of 
the Advertising Department,” 
which the ANA published in 1938. 
In authorizing it, says Paul B. 
West, president, the ANA board | 
of directors asked that it answer 
these questions: 

“1. What jobs are leading com- | 
panies doing through advertising? | 

“2. How are these companies | 
organizing to do these jobs?” 


Young Heads Committee 


The study was supervised by a 
committee on the organization of 
advertising’s functions composed 
of 13 executives, of which Thomas 
H. Young, United States Rubber | 
Company, is chairman. The Mc-| 
Kinsey report is based on detailed 
study of actual practices and ex-, 
periences of 21 participating com- | 


| 
panies and on supplemental in-| 


formation by mail from more than | 
200 other ANA member companies. | 

During the study, the McKinsey | 
partners found chief executives | 
interested primarily in these ques- 
tions: | 

“1, Are our marketing activi- | 
ties organized effectively for the | 
job we have to do? Do our mar-| 
keting executives know what their | 


duties are? What new marketing 
activities, if any, should we pro- 
vide for? 

“2. Are our product lines broad 
enough? Or are they too broad? | 
Do we have real evidence on prod- 
uct performance? 

“3. Do our distribution meth-| 
ods need overhauling? 

“4. Do we know fully why a 
customer should buy from us in-| 
stead of a competitor? 

“5. Are our sales territories | 
properly set up considering all the 
changes due to the war? 


“6. What basis do we have for 
judging the performance of sales- 
men? 

“7, Have we worked out a 
sound program for training new 
salesmen? How good is our sales 
training program? Do we have a 
good plan for compensating sales- 
men on an incentive basis?” 

The presidents of most of these 
companies admitted, the study 
found, “that they have only be- 
gun to sharpen advertising as a 
tool of business statesmanship.” 
But at the same time they be- 
lieve that “advertising has a big- 
ger job than ever in its traditional 
role of selling goods.” 


‘Integral Part of Marketing’ 
The report notes that “since ad- 


vertising is used primarily as a| 


selling tool” in most medium-size 
and smaller companies, “advertis- 
ing activities are regarded as an 
integral part of marketing,” with 
the advertising director reporting 
to the chief marketing executive. 
However, “in many companies, 
the sheer size of the budget or 
the importance of advertising to 


the particular business calls for 
a separate division, with the ad- 
vertising director reporting to the 
chief executive.’”’ Such~. depart- 
ments usually assume sales pro- 
motion work. In some companies 
advertising and public relations 
are combined, with the division 
chief reporting to the president. 


Overhauling Ad Duties 

Currently, a number of com- 
panies are realigning their adver- 
tising duties. Several, now doing 
so, were unable to participate in 
‘the study for that reason. 

First-hand examination was 
made .of Aluminum Company, 


American Viscose, Armstrong 
‘Cork, Bourjois, Inc., Brunswick- 
‘Balke-Collender, Canada Dry, 
Container Corporation, Drackett 
' Company, Electric Auto-Lite, Gen- 
|}eral Mills, Hoover Company, In- 
| ternational Harvester, Kraft Foods, 
| National Register Company, New 
| Haven Railroad, Pabst Sales Com- 
/pany, “Proprietary Products, Inc.” 
| (fictitious name of a company 
| which preferred not to be iden- 


| tified), Rose-Derry Company, 


Standard Oil (Indiana), Under- 
wood Corporation and Western 
Electric. For each of these a de- 
tailed discussion of the advertis- 
ing operation is included. 
Advertising departments of cer- 
tain companies, such as Canada 
Dry and Underwood, perform a 
wide variety of advertising, pro- 
motion and public relations func- 
tions, with a normal staff of a 
dozen people or less. On the other 
hand, International Harvester, at 
the time of interview, had 269 in 
its “consumer relations depart- 
ment”; Armstrong Cork, 135 in 
“advertising and promotion,” and 
General Mills, 129 under the 
“vice-president in charge of ad- 
vertising, home _ service, public 
services and market analysis.” 
Standard of Indiana employs 
only 15 people to handle its multi- 
million-dollar advertising budget. 


Joins Lennen & Mitchell 
Sanford Gerard, formerly with 

Benton & Bowles, New York, has 

joined Lennen & Mitchell, New 


| York, as art director. 


63 
Army Show Planned 


N. W. Ayer & Son will forego 
its 15% commission, and CBS will 
contribute the time, for an Army 
recruiting show, “Sound Off,” fea- 
turing Mark Warnow’s orchestra, 
starting on the Columbia net July 
4, to run Thursdays, 8:30-8:55 
p.m., EDT, for seven weeks. The 
Army will foot only the talent 
costs. The show is designed to 
supplement the Army’s current 
spot radio and newspaper cam- 
paign to “make it a million” re- 
cruits. 


Names Hope Associates 


American Air Export & Import 
Company has appointed Hope As- 
sociates, New York, a division of 
Earle Ferris Company, to handle 
its public relations. 


ALMANACS! CALENDARS! 
(Used Daily Throughout the Year) 
PRINT YOUR OWN ADVERTISING MEDIUM 
We supply complete copy for U. S. and 
Foreign Bocstian — Astronomical and 
Astrological Data, Weather Forecasts, 

Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Penn Yan, New York 


DALLAS 


1. Bonds are voted, property 
million-dollar municipal center, where all functions of city government 
will be assembled in a group of buildings—one of which will be a 
downtown auditorium large enough for everything. 


is being acquired for the city’s new six- 
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3. Wars and troubles come and go but the crops of Rural Dallas come 
in with the regularity of the sun and moon. Through a packing plant 
in the Dallas-East Texas area (above) some of Texas’ two-million-dollar 
peach crop is passing to market. Most of the fruit grown in Texas is 
grown in the Dallas market area. 


Wraars behind the stellar 


the Dallas market? 


NEWS 


NOTES 


2. Paper rolls again with freedom (of the press—one of the four) in 


the caverns beneath The News. 


The fine cooperation of advertisers and 


agencies during the news-print stringency is one of the bright spots in 


our lives. 


4. Never fully told is the romantic story of Texas oil. The above scene 
in the townsite of Kilgore, east of Dallas, shows how crowded the drill- 
ing was before spacing and proration became the rule. Oil production 
in the Dallas area has settled down now, but the figures are still 


astronomical. 


statistics which—as all America knows—distinguish the remarkable area called 


There’s far too much behind them to tell in one eyefull, but above are a few glimpses 
of the life today in this major Texas market—the market that’s covered by The Dallas News. 


Hallas Morning News 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA AND KGKO 
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Sell the readers of The News and you have sold the Dallas Market 
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John B. Woodward, Inc. 


Representatives 
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Bill Bonsib Forms Agency |Estap to Spiegel 


Bill Bonsib, recently released | 


Spiegel, Inc., 


Chicago, has ap- 


from the Army and before that | pointed Leslie G. Estap, formerly 
associated with his father in the) with Nash-Kelvinator, United Wall 
Bonsib Advertising Agency, Fort| Paper Factories and Booz, Allen & 


Wayne, has formed his 
agency, Bill 
Agency, at 320 Jackson St., 


ver 6. 


own | Hamilton, as assistant to the presi- 
Bonsib Advertising| dent in charge of personnel, 


or- 


Den- | ganization, policy and branch plant 
| development. 


THE WOMAN 
IS THE JUDGE 
OF HOW THE 


IS SPENT 


Your message reaches 
the family financier 
when you advertise in 
The Tribune, Metropol- 


retail trading zones. 


FAMILY BUDGET ! 


oie 
} 


itan Oakland’s Family newspaper. The Tribune has had 
the greatest home delivered daily city circulation in 
Northern California since 1939. 


71.3% of the total daily circulation is home delivered 
in the city and retail trading zones. 97.1% of the total 
daily circulation is concentrated in the city and 37-mile 


The Tribune Alone covers Metropolitan Oakland, the 
Pacific Coast’s great and Growing 3rd Market! 


TOTAL NET PAID CIRCULATION 


DAILY 142,832 SUNDAY 155,093 


A.B.C. Publishers’ Statement, March 31, 1946 
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SsSOCFTTO PRES 


WILLIAMS, LAWRENCE G CRESMER CO; | 
_ Nati Representatives Including Sunday Magazine Section 
Comics: METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Member: 


AMERICAN NEWSPAPER PUBLISHERS’ ASSN. 


CLEVELAND’S 


BASIC 


ABC Network 


CLEVELAND, 0. 


WW 


TIONALLY BY HEADL 


850 KC 


DAY AND NIGHT 
EY-R'EED COMPAN Y 


Company 


Numerous Admen 
Listed in 1944 
Big Salary List 


Washington, June 18.— Release 
by the Treasury of the list of in- 
dividuals receiving $75,000 or more 
for personal services from cor- 
porations in the calendar year J944 
or fiscal year ending in 1945 re- 
veals many names familiar in ad- 
vertising, radio, printing and pub- 
lishing circles. 

Among the 608 persons listed 
were: 

Victor H. Hanson, Birmingham 
News Company, $102,600. 

William Randolph Hearst, Hearst 
Consolidated Publications, $100,000 

Richard FE. Berlin, Hearst Maga- 
zines, $124,134. 

cS. 'G. Littell, R. R. Donnelley & | 
Sons Company, $133,762; H. P. Zim- 
merman, $85,457. 

Arthur H. Bamforth, Reuben H. 
Donnelley Corporation, $75,310; Ray- 
mond M. Gunnison, $80,810; David L. 
Harrington, $75,310, and Clarence O. 
Lillyblade, $75,310. 

Burnett W. Robbins, General Out- 
door Advertising Company, $75,150. 

Gray & Gray, Chicago Tribune- 
New York News Syndicate, $94,437. 

R. W. Clarke, F. M. Flynn and R. 
C. Holliss, News Syndicate Company, 
each $90,000. 


C. M. Campbell, Chicago Tribune 
Company, $80,786, and L. H. Rose, 
$111,068. 


Henry P. Martin Jr., Register and 


Tribune Company, Des Moines, $77,- 
379.97. 
A. L. Lee, D’Arecy Advertising 


Company, $126,197. 
Joseph Pulitzer, Pulitzer Publish- 
ing Company, $184,889. 


Mortimer Berkowitz, The American | 


Weekly, $184,629. 

Chester J. La Roche, 
work Company, $85,000. 

Donald C. Brace, Harcourt, Brace 
& Co., $84,489, and S. Spencer Scott, 
$81,814. 

John T. Moran, Gunthorp-Warren 
Printing Company, $136,000. 

William B. Warner, McCall Cor- 
poration, $140,779. 

Niles Trammell, National Broad- 
casting Company, $84,200. 

Albert L. Cole, Reader’s Digest 
Association, $84,500; Kenneth W. 
Payne, $84,462, and DeWitt Wallace, 
$99,500. 

Paul Bellamy, Forest City Pub- 
lishing Company, $99,045, and Ster- 
ling E. Graham, $90,000. 

H. M. Benstead, Western Print- 
ing & Lithographing Company, $133,- 
294; Elmer G. Voigt, $154,513; E. H. 
Wadewitz, $204,206, and W. R. Wade- 
witz, $162,369. 

John P. 
$91,554. 

Countway Close to Top 


Among manufacturers, the top 
salary—and third highest on the 
whole list— went to F. A. Count- 
way, retiring president of Lever 
Brothers Company, who received 
$410,947 (year ending June 30, 
1944). Mr. Countway has re- 
signed, succeeded by Charles Luck- 
man (AA, June 3). 

Others in the manufacturers and 
distribution group included: 

Northam Warren, Northam Warren 
Corporation, $100,000. 

Howard E. Blood, Borg-Warner 
Corporation, $87,484, and R. C. In- 
gersoll, $90,227. 

Thomas B. Freeman, Butler Broth- 
ers, $81,000. 

Walter P. Paepcke, Container Cor- 
poration of America, $120,000. 

William S. Elliott, International 
Harvester Company, $84,600; J. L. 
McCaffrey, $97,350, and Fowler Mc- 
Cormick, $141,279. 

John H. Kraft, 
pany, $80,833. 

S. L. Avery, Montgomery Ward & 
Co., $100,850, and C. D. Ryan, $95,800. 

A. S. Barrows, Sears, Roebuck & 
Co., $112,130, and T. V. Houser, | 
$79,999. | 

Andrew J. Higgins, Higgins In- 
dustries, $83,333. 

Cc. B. Tuttle and R. R. Williams, 
S. S. Kresge Company, $89,250 each. 


Blue Net- 


Blair, John Blair & Co., 


Kraft Foods Com- 


E. Hunt received $287,745 and Al- 
bert Bradley $276,019. 

Ford Motor Company paid $94,- 
004 to Henry Ford II, $136,624 to 
B. J. Craig, and slightly more than 
$75,000 each to M. L. Bricker and 
R. R. Rausch, only others on the 
list for the company. 


Trademark Bill 
Wins Senate Okay 
After Long Delay 


Washington, June 18.—Revers- 
ing eight years of bad luck, the 
Lanham trademark bill slid easily 
through the Senate by unanimous 
consent last weekend, into a con- 
ference which should have little 
trouble putting it into shape for 
|the White House. 

‘| Second of two major bills which 

/business has sponsored for nearly 
a decade, the trademark bill is 
expected to follow the route of 
the McCarran administrative law 
bill which cleared President Tru- 
man’s desk a few days ago. 

The Lanham bill, which has had 
the endorsement of business 
groups since it was introduced 
eight years ago, has suffered 
rough opposition from the De- 
partment of Justice, which feared 
that trademarks might become in- 
struments of monopoly. 

Once before the bill passed both 
branches of Congress and died in 
|conference. On two other occa- 
/sions it passed the House, but re- 
mained on the Senate calendar 
until final adjournment. 

Introduced for a fourth time, 
‘the current bill passed the House 
in March, 1945, and was unex- 
pectedly reported out by the Sen- 
ate patents committee last month. 
After a few weeks on the calendar 
it was called up by Sen. Albert 
Hawkes of New Jersey, and went 
through without dissent. 

Since the Senate version con- 
tains a number of minor amend- 
ments, Sen. Claude Pepper, Sen- 
ator Hawkes and Senator O’Ma- 
honey will constitute a conference 
committee which will meet with 
members of the House. 

Constituting a codification of 
trademark law, the Lanham bill 
makes a trademark incontestable 
after five years. It also permits 
licensing of a trademark and as- 
signment of trademarks without 
sale of the entire business. It pro- 
vides for registration of ‘“‘sec- 
ondary” marks with geographic or 
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Advertising Age, June 24, 1946 


SALES TALK—This is one of the dis- 
plays being developed by Electronic 
Advertising, New York, featuring its 
Ad-Vox merchandiser, a device which 


gives a recorded sales talk when a 

customer breaks the beam between 

electric eyes set up on either side of 
the display. 


descriptive meaning, and of cer- 
tification marks (AA, June 6). 


Sponsors Renew 
Five CBS Shows 


New York, June 20.—Three of 
radio’s big spenders added a 
touch of light to the gloomy net- 
work sponsorship picture this 
week by renewing a total of five 
programs for 52 weeks on the 
Columbia Broadcasting System. 

The renewals include Procter & 
Gamble’s Jack Smith show, 15- 
minute across-the-board program 
handled by Dancer - Fitzgerald- 
Sample and slated for a hiatus 
from July 1 to Aug. 19; P&G’s 
“FBI in Peace and War,” 25- 
minute Thursday night show 
handled by the Biow Company 
and scheduled for a hiatus from 
July 4 to Aug. 22; Colgate-Palm- 
olive-Peet’s “‘Theater of Romance,” 
Tuesday night show handled by 
Sherman & Marquette; C-P-P’s 
“Blondie,” Sunday evening serial 
handled by William Esty & Co., 
and Borden Company’s “Tommy 
Riggs and Betty Lou,” Friday 
nighter handled by Young & Rubi- 
cam. The last three programs are 
continuing through the summer. 


Israel Leaves Owen 


Selma Israel has resigned as as- 
sistant traffic manager and pro- 
duction manager of Edward Owen 
& Co., Hartford agency. 


{co 


IS FOR 


E. H. Little, Colgate-Palmolive- 
Peet Company, $240,141. 
R. R. Deupree, Procter & Gamble 
and affiliated group, $178,- | 

049. 
Harry M. Bracy, 
& Baking Company, 
A. A. Acklin, Coca-Cola Company, 
$80,700; Pope F. Brock, $80,550, and 
Harrison Jones, $80,600. | 
Among automobile companies, | 
General Motors listed 43 execu- 
tives getting $75,000 or more in 
1944. Charles E. Wilson, presi- 
dent, received $362,954. Ormand 


Kroger Grocery | 
$221,393. 


| 


INDUSTRY 


Today Knoxville is in the center of 
one of the fastest-growing industrial 
areas in the country. More and more 
advertisers everyday are realizing 
this important fact. You too, can 
reach this 
through... 


j 


KNOXVILLE 


market 


ROL 


rich, industrial 


NBC FOR EAST TENNESSEE @ JOHN BLAIR & CO., REPRESENTATIVES 
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Freiberger Joins 
Ad Agency Net 
at Annual Parley 


Colorado Springs, June 18.—The 
Denver agency, Curt Freiberger & 
Co., was elected as a new mem- 
ber of the National Advertising 
Agency Network at the group’s 
15th annual conference here June 
12-16. The meeting was attended 
by 57 agency executives and 
guests, with 24 agencies repre- 
sented by 26 principals. 

Headline speaker of the con- 
ference was Paul West, president 
of the Association of National Ad- 
vertisers, who reviewed efforts of 
the Four A’s and ANA to help 
advertising, and who invited 
NAAN agencies to participate in 
association activities. Sidney Gar- 
field, president of Garfield & 
Guild, Advertising, San Francisco, 
gave the keynote speech on “New 
Horizons in Agency Selling.” Wil- 
ford York, managing partner of 
Hoffman & York, Milwaukee, 
served as general program chair- 
man. 

Network consultants who took 
part in the conference included 
Col. Bruce Kamp, Philadelphia in- 
dustrial designer, and Howard 
Clark, Elizabeth Van Lear and 
H. K. Elcock of Quanta-Color As- 
sociates, New York. 

Henry J. Kaufman, Advertising, 
Washington, D. C., was awarded 
the Ringer trophy for making the 
most valuable contributions to the 
network’s publication, “The Net- 
worker.” The NAAN trophy for 
high score in the creative exhibit 
competition went to Garfield & 
Guild. 

Named to the network’s steer- 
ing committee, in charge of policy 
and operation, were Roland G. E. 
Ullman, Philadelphia; Henry J. 
Kaufman, Washington; Carr Lig- 
gett, Cleveland; Wilford York, 
Milwaukee; John Gilbert Craig, 
Wilmington, and Harold J. Rowe, 
Cedar Rapids. Oakleigh R. French, 
St. Louis agency partner, will con- 
tinue as managing director of the 
network, whose independent 
agency members offer a “branch 
office” service on a cooperative 
basis. 


Market Research Council 


Elects King President 


Robert N. King, director of re- 
search for Batten, Barton, Dur- 
stine & Osborn, New York, has 
been elected president of the Mar- 
ket Research Council, succeeding 
Edward Battey Jr., vice-president 
of Compton Advertising, who be- 
comes a member of the executive 
committee. Mr. King is a mem- 


“ber of the research committee of 


the American Association of Ad- 
vertising Agencies, a life member 
of the American Marketing As- 
sociation, and has been business 
manager of the Journal of Mar- 
keting since its inception 12 years 
ago. 

<Other officers elected were: Vice- 
president, Cornelius DuBois, Life; 
secretary-treasurer, Dr. Lyndon O. 
Brown, Stewart, Brown & Associ- 
ates; and member of the executive 
committee, Robert B. Brown, 
Bristol-Myers Company. 


Distiller Elects Healy 


Carleton Healy, vice-president 
and director of Hiram Walker, 
Inc., Detroit, has been elected 
vice-president and director of 
Hiram Walker & Sons and has 
been appointed assistant to How- 
ard R. Walton, president of 
Hiram Walker-Gooderham & 
Worts Ltd., Walkerville, Ont. 


Atlas Drops RKO Stock 


Atlas Corporation, New York, 
plans to sell 650,000 shares of 
Radio Keith Orpheum Corporation 
stock next month. Floyd B. Od- 
lum, president of Atlas, explained 
that after the sale Atlas will still 
own about $18,000,000 of RKO 
securities, the largest single hold- 
ing by Atlas, which will remain 
the largest RKO stockholder. 


-~ 


CARLTON B. SHORT 


Roanoke, Va:, June 18.—Funeral 
services were held here last Sun- 
day for Carlton Bryce Short, 57, 
president of the Southern News- 
paper Publishers Association and 
general manager of the Times- 
World Corporation, publisher of 
the Roanoke Times and World- 
News. 

Mr. Short died suddenly last 
Thursday in Washington, where 
he had gone at the request of Wil- 
liam G. Chandler, president of the 
American Newspaper Publishers 
Association, to confer with Paul 
Porter, OPA chief, and newspaper 
executives about the newsprint 
situation. Last year Mr. Short 
served as chairman of the SNPA’s 
newsprint committee. He also was 
active in ANPA, serving on the 
newsprint committee appointed 
last September. 


MRS. BERTHA PETERSON 

New York, June 18.—Mrs. 
Bertha Brainard Peterson, who re- 
tired early this year from her post 
as manager of the NBC program 


package sales division, died June 
11 of a heart attack at her home 
in Huntington, L. I. She was 
married several months ago to 
Curt Peterson, radio director of 
Marschalk & Pratt, New York 
agency. 


RICHARD GROZIER 


Boston, June 19.—Richard Gro- 
zier, 59, editor and publisher of 
the Boston Post since 1924, died 
tonight. Mr. Grozier, son of Ed- 
win A. Grozier, publisher of the 
Post from 1891 to 1924, succeeded 
to control when his father died in 
1924. 


HARRY C. SCHOMAKER 


Chicago, June 18.—Harry C. 
Schomaker, 54, a salesman with 
the Branham Company for 25 
years before his retirement in 
| 1940, died Saturday in the Presby- 
'terian Hospital here. 

VANCE C. McCORMICK 

| Harrisburg, Pa., June 18.—Vance 
|C. McCormick, 74, publisher and 
industrialist, died at his home in 


nearby Cumberland County Sun- 
day following a short illness. Pub- 
lisher of the Harrisburg Evening 
News and Patriot, Mr. McCormick 
was affiliated with mining and 
iron and steel manufacturing. 


C. W. VAN DE MARK 
Cincinnati, June 18.—Curtis W. 
Van De Mark, 68, president and 
founder in 1932 of the Van De 
Mark Advertising Company here, 
died in Neville, O., Thursday of a 
heart attack, while on a fishing 
trip. He was a specialist in direct 
mail and mail order advertising. 


HAMILTON H. CHURCH 

Buffalo, June 18.—Hamilton H. 
Church, 72, who retired a year 
ago as vice-president and a di- 
rector of the Melvin F. Hall Ad- 
vertising Agency, died today after 
a prolonged illness. He was a 
specialist in mail order adver- 
tising. 


WALTER SHEAFFER 

Fort Madison, Ia., June 19.— 
Walter A. Sheaffer, 78, inventor 
‘of the first lever self-filling foun- 
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tain pen, and chairman of the 
board of W. A. Sheaffer Pen Com- 
pany, died here today. Mr. Shaef- 
fer’s first patent for a pen was is- 
sued in 1908 and he organized the 
company bearing his name in 1913. 


NORTH A. WRIGHT 

Toledo, June 18—North A. 
Wright, 49, public relations di- 
rector of Libby-Owens-Ford Glass 
Company, died suddenly of a heart 
attack Friday at his home in 
Perrysburg, O. Mr. Wright, who 
joined the company in 1933, was 
in charge of advertising, sales pro- 
motion, press relations and design 
departments. 


ELMER FREED 

Montreal, June 18. — Elmer 
Freed, 38, sales manager of Nor- 
tham Warren Corporation, Stam- 
ford, Conn., died June 12 at the 
Royal Victoria Hospital here of in- 
juries sustained June 7 when he 
attempted to stop a runaway horse 
at Murray Bay, Canada. Mr. Freed 
was in Canada to attend the con- 
vention of the National Associa- 
tion of Chain Drug Stores. 


He Couldn't See Bertha For Her Bustle! 


When Olaf ogled buxom Bertha, he 
pondered popping the question. But caution 
checked him. In the days when built-in 
catchers’ masks blunted the finer points of 
the female form ...what could a thoughtful 
man believe in? In short ...how much of Bertha 
was Bertha...and how much was bustle? 
His nerves finally shattered by uncertainty, 
Olaf left Bertha to less circumspect swains ... 
and fled to Tahiti to collect conch shells. 


Like the Olafs of old 


, the colorgravure 
customer was often haunted by doubts... 
until Intaglio Service cleared things up by 
supplying advance engraver’s proofs. Now 
an advertiser can see what he’s getting... 
preview, correct and revise for publication. 
Progressive color proofs provide a foolproof 
dress rehearsal that assures a four-star hit 


INTAGLIO SERVICE 


for his advertising show when it greets the 
public eye on publication day. 

Intaglio is easy to use. We need only 
the comprehensive layout, original artwork 
and type proofs—as a unit, or elements. 
We follow through in all stages of the 
gravure process — photography, negative 
and positive making, retouching, carbon 
printing, staging, etching, the supplying of 
progressive proofs and uniform positives... 


and for slick results on the merchandising 


end, bring your packaging problems to our 
Commercial Department. 


Tue facilities of two modern plants in 
New York and Chicago enable us to provide 
faster, less costly gravure reproduction and 
proofing service. For brilliant gravure 
results, get in touch with Intaglio. 


Corp. © Rotogravure Servicers 


NEW YORK: 305 E. 46th St. e CHICAGO: 731 Plymouth Ct. e PHILADELPHIA: Land Title Bldg. 
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“Have a cigar... !”’ 1% 


Yes, it’s a blessed event! Globe, Jr., a house organ without the back 
stairs’ gossip column and the snapshot of Gloria on the trail of a new b. f. at 
Lake Winnipesaukee. Not that life with a capital “L” doesn’t go on at the 


Globe, but we had an idea our house organ should be different! 


And it is! Each-month we comb the preceding month’s file of Globes and 
pick the news stories, photographs and cartoons which we believe most de- 


serve to be reprinted in Globe, Jr., and thus preserved for posterity in a form 


*SENSATION AL FREE OFFER! slightly more elegant and lasting than 32-pound newsprint. 


If you, too, would like to be a charter, Soon after Vol. 1, No. 1 made its debut, we began getting requests for 

n-employee subscriber to Globe, Jr.., : 5 . . 
- eae copies from advertisers (yes, advertisers!) and other good friends. But don’t 
just let us know via letter or penny 


postcard. We'll gladly send it to you get your hopes up! We can’t accept advertising for Globe, Jr. (For our other 


regularly. And we repeat, it’s free! well read publication, the Boston Globe, yes!) 


Khe Boston Globe 


MORNING + EVENING + SUNDAY 
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NEW SUIT—The Cole of California Our neighher, the Onto thew well we utubertued «, kmow ot, fhe ib, 
girl, reproduced in AA May 28, 1945, abietdhins tetinteddedetatees 
5 is back in magazine pages this year, to serve the Orient apet tink 14 countries sround the werk wih America, 
4 ' Ye but with a chan f swim suit. Foote 

AT FOUR A'S MEETING—The board of governors of the southern California Mar WITH G GNSNGS OF S$ ou wre, 
-- chapter of the Four A's posed together at the recent “convention in miniature" Cone & Belding handles the Cole ac- seater stant ait aos 


‘ held in Los Angeles. Left to right are Robert Lee, Buchanan & Co.; Wayne Tiss, count. 
BBDO, chariman; Burt Oliver, Foote, Cone & Belding; Gayb Little, and Carl 
Tester, Philip J. Meany Co., secretary-treasurer. 


Boke eorvend goes af all: New Vutboe 


D castondiiadia Shore + Hiram » Camgbale Helen + Lan Angie « Sov teamtan 
Hhewerats « Yoho « Fate « deena » Hhamg toeg « Manila « Seneapawe + Pesan + Ciokawhe « tomine « Saep 
Part tah « Meronsine + Roghs ¢ tocnpn « Meredien + New Vork} 


SERBS aRRT! OH Ma SR mete: eas 


PLAN TRAVEL NOW—Typical of American President Lines’ first postwar ad- 

vertising copy is this Saturday Evening Post color page. General, class and} 

travel magazines, plus newspapers in key areas, are scheduled through McCann- 
Erickson, San Francisco. 


Hee Son of S astimoteos. &OE2 CAMAERE 


‘JOURNAL'ISTS—Here are three from “ peo ag Journal—T. - Callis, Amazing 
advertising manager, J. F. Quinn, national advertising department, and R. M. ss for 
. Feemster, assistant general manager, at the recent New York meeting of the REACHES GOAL — Valentino Sarra, per mance 
Newspaper Advertising Executives Association. photographer of men of distinction for 
the Lord Calvert series, strikes a dis- DUCKY—Cities Service Oil Co.'s new animal-fowl theme being introduced soon 
tinguished pose himself for the current on 24-sheet posters to emphasize quality service. Foote, Cone & Belding, 
Calvert Distillers Corp. magazine page. New York, is the agency. 
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DISTRIBUTION OF SAVINGS THROUGH THE POPULATION 


BANK ACCOUNTS 
BONDS SAVINGS “KING \ TOTAL 
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ATTENTION—Frank E. Westcott, advertising director, Gary Post-Tribune, ap- pd aw, G% 
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parently has Bush Jones, national advertising director, Fort Worth Star-Tele- 
gram, and W. W. Watson, advertising director, San Antonio Express-News, Sth 10% ed Ll 
completely spellbound at an NAEA session. Remaining 50% ~=>~ 8% 
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CONCENTRATION OF NET INCOME,I945 DISTRIBUTION OF SAVINGS FROM 1945 INCOME 


TOP 10% pas 70% saved something out of their 1945 income ...22.8 billion 
$4,450 
“en > TOP 20% e 29% Top 10% saved 53% of this amount 
,500 
S FOP 30% ‘\ Next 10% saved 19% 
& gare i Pa 3rd 10% saved 12% 
Z ‘\ 
‘ N ‘9Ze50 |,‘ 
: SH \ |e 4th 10% saved 8% 
‘ ; S : see \\, \ 45% 5th 10% saved 54 
." Ms 31.700 YAN 13% 6th 10% saved 2% 
R yy AY 58% 7th 10% saved 1% 
; - : \V NY IF 69% 
' . S 1,000 4 9% 78% 13% did not save anything 
| Vséo as . Te 85% 17% used previous savings - 2.9 billion 
) 700% |-~. >| 5% 36% Net savings --.19.9 billion 
Oo en * Fe 99% 
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\ FOR THE FUTURE—George W. Trendle, president of WXYZ, Detroit, presents 

| to George Mason, president of the Automotive Manufacturers Association and™. . WHERE THE DOLLARS ARE—These figures from the Bureau of Agricultural Economics show that 60% of the value of bonds 
of Nash-Kelvinator, a wire-recorder spool bearing the voices of auto pioneers .- and bank accounts is held by the top 10% of the population, incomewise, while the lowest 50% holds only 3% of these assets. 
and word pictures of Detroit's Automotive Golden Jubilee celebration. The | , At lower left is shown the fact that the top 10% of the population, all with 1945 net incomes of $4,450 or more, received 
spool is to be sealed in a capsule for re-broadcast 50 years hence at the auto- ~ «29% of total net income, while the top 20%, with incomes of $3,500 or more, accounted for 45% of all net income. 


. 


motive industry's centennial. © ade 1945 was a good year for savings, but accumulations again were concentrated among top income groups. 
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Conducted by MEDILL SCHOOL OF JOURNALISM 
. NORTHWESTERN UNIVERSITY 


¢ Dav. Chicece 6 ilinei 
Please Naveed a copy of Pantry Poll No. 3 to: 


rd of a series= 


The Chicago 'TIMES-Northwestern 
University Pantry Poll is a recurring 
survey of food brand preferences in 
Chicago. Designed to b 

sistance to those concerned with the 
manufacture, distribution or adver- 
tising of foodstuffs, it has won ac- 


... a useful, 
free service 
for the 
foods 


industry! 


lists over 
1500 products 
in more than 


100 food and soap 


classifications! 


fp 


claim of the industry as an accurate, 
unbiased pro J ect in essential research. 
If You are not alreéadyon our mail-'. 
ing list, fill out and mail the accom- 
panying coupon to receive your free 


copy of the latest Pantry Poll. 
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